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2. EU における地理的表示制度 


























































































































標がある場合に地理的表示の登録を認める EU 制度は TRIP 協定に反しない
（TRIP 協定第 17 条により認められる商標権の一部制限として正当化される、



















を満たしていることを相互に認めたうえで、EU の農産物・食品 60 品目、ワイ
ン等 102 品目、韓国の農産物・食品 63 品目、蒸留酒 1 品目が保護対象となる地






















                                            
5 European Communities-Protection of Trademarks and Geographical Indications for 
Agricultural Products and Foodstuffs (DS290) 米国とオーストラリアが EU を提訴し、
























いった問題がある。ワインについては、TRIP 協定第 23 条の保護の実施のため、
「酒類の保全及び酒類業組合等に関する法律」に基づき、「酒類の表示の適正化
を図るため」財務大臣が酒類製造・販売業者が遵守すべき基準が定められてい
る（平成 4 年国税庁告示第 4 号）が、日本産の酒類で保護対象として指定され







































発足以来 10 年経ち、昨年 4 月から見直しに着手している。品目により品質向上









野県産に限定することが困難であることから、それぞれ 2007 年、2009 年から
原産地呼称管理制度とは別の認証制度として発足させたものである7。 







































                                            
8 訪問したワイナリーでは前者が 7 割、後者が 3 割とのことであった。 
9 ワイン官能審査委員会のメンバー10 名のうち、5 名がソムリエ、3 名がワインジャーナリ



























導入（内藤 恵久 農林水産政策研究所上席主任研究官）で、紹介された。 
これによれば、「決められた産地で生産され、指定された品種、生産方法、生
産期間等が適切に管理された農林水産物に対する表示である地理的表示を支え































































米」（jasmine rice）として政府に認定されている。現在、政府規格（Thai Hom 
Mali Rice Standard）に基づきジャスミン米として認定されているのは、
KDML105 と RD15 の二品種のみである（ともに政府の試験場が育成した）。任
意規格だが、2005 年から輸出の際にこれに基づく認証を要することとされた。 
ジャスミン米は、その他の長粒種米に比べ国内外でプレミアム価格がつくの
で、収量が低い（年 1 作で 2.2～2.3 トン/ha）にもかかわらず、広く栽培されて
いる（KDML105 はタイで栽培されている米品種の第 1 位の品種で、栽培面積
の 30％を占める）。タイの米の総生産量約 2 千万トンのうち、ジャスミン米は 6













東北部の Thun Kula Ronghai 地域で生産されたジャスミン米を Thun Kula 
Ronghai Khao Hom Mali Rice として保護すべき地理的表示として指定した。
さらに 2011 年には EU の保護原産地呼称制度に登録申請したが、公示後ベルギ
ー、フランス、イタリア、オランダ、英国から、①「ジャスミン米」、Ronghai Khao 
















































いで第 2 位の生産国であるデンマークは、すでに 25 年前からこの種のチーズが
合法的にギリシャに輸出されていたとして、欧州司法裁判所に 1995 年に訴えを
提起したが、この訴えは取り下げられた。 
1996 年、EU 委員会はギリシャの「フェタ・チーズ」を PDO として登録し
た。登録に当たり、「フェタ」の名称が通有化（generic）しているか否かが一つ
の焦点となった。12 加盟国の約 1 万 3 千人を対象にアンケート調査が行われ、




欧州司法裁判所は 1999 年、EU 委員会がギリシャ以外の他の EU 加盟国が相当
期間このチーズを生産していた事実を考慮せず、地理的表示保護に関する EU
規則で定める「すべての要素を考慮に入れる」要件を満たしていないこと等を







れる等の結論を得、ギリシャの「フェタ・チーズ」は改めて 2002 年に PDO 登
録された。 
















生産地のチーズが“West Country Farmhouse Cheddar”と PDO 登録されてい
るなど、複雑な状況が存在する。「フェタ・チーズ」もその一例と言えるが、長
年にわたり「平穏かつ公然」と善意に名称を使用してきた生産者に対し販売戦
略の変更を迫る問題が EU 加盟国間で生じているだけでなく、EU が締結を進め














味をもつか（英文）（ナイガ（Rodolfo M. Nayga Jr.）米国・アーカンソー大学





与えた場合には PGO が品質を保証するものとして認識し、その分 PGI と



































2004 年に米国で BSE り患牛が発見されたことから、韓国は米国からの牛肉







                                            
11 同教授ほかによるワーキング・ペーパー“Consumers’ Willingness to Pay for Rice 
Varieties: Are there Tradeoffs in Valuation with Respect to Greenhouse Gas Emissions, 












韓国は、GATT ウルグアイ・ラウンド農業交渉の結果、途上国として 9 年間
の米の特例措置が認められた。この措置は 2004 年に 2014 年まで延長され、こ
の間消費量の 8％まで輸入枠を拡大することとなった。この延長期限の満了が迫
っているだけでなく、韓国農業への影響が大きいことが予想される中国との

















地から消費地までの距離。国産米なら 100 マイル、中国産米なら 300 マイル、









































                                            
12 EU では、“Quality package 2010”に基づき、PDO/PGI を強化するとともに「伝統特産
品保証制度」（Traditional specialities guaranteed scheme (TSGs)）の見直しを行い、2012


































                                            
13 日本の特異な状況について、和牛、日本酒を取り上げた事例研究がある（Augustin-Jean, 
et al.[2012]139～180 ページ）。 
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韓国は 2004 年に米国で BSE り患牛が発見されたことから、米国からの牛肉

























ては Contingent Valuation Method（CVM）を用いた先行研究があり、韓国米
は米国米に比べ 29～32％高い、また韓国米は中国米に比べ 23～43％高い支払
意志額の値が出ていたが、この仮説的検定手法では、実態より過大な推計値が
出ることがあり、Han のチームは、第 2 価格値決めオークション法（Vickery 
Second Price Sealed Bid Auction ） と 無 作 為 価 格 決 定 法
（Becker-DeGroot-Marshak(BDM) mechanism）を組み合わせることにした調
査は 2010 年 8 月、高麗大学の社会人講座に参加している主婦 75人（平均年齢

























































































































































第 4 図 アジア太平洋諸国間の輸入額の推移 
資料：河原・明石・井上（2011） 



























































HS Code +10 ～ポイント -5 ～ 0ポイント
Commodity 5　～ 10ポイント -10 ～ -5ポイント


























































日本 124952 59418 12607 16436 9973 26627 29491 7824 7909 17287 2521 137306
中国 116176 0 73905 17210 21383 9088 32325 15520 15139 31516 22244 2504 252326
韓国 28252 91388 0 7933 5794 5016 16292 5779 7804 8977 5171 824 46376
インドネシア 27743 11636 9116 0 6432 2053 12862 3661 1672 7163 4110 542 13036
マレーシア 21202 19134 8128 6239 1 2921 29228 9548 2427 7421 7341 1078 24933
フィリピン 7706 5469 2522 602 1945 2606 1509 384 193 470 49 8145
シンガポール 16650 31102 12284 35717 40902 7294 0 13185 8735 11952 13874 1929 23683
タイ 20085 16215 3666 6332 9884 3507 10087 0 5028 3394 7987 742 20285
ベトナム 8467 4850 1793 751 2030 1824 2713 1288 388 4351 76 11902
インド 3618 10536 3820 2855 3145 779 9112 2168 1999 1451 209 22364
オーストラリア 41925 27494 15179 3616 3397 1235 5233 4556 1388 11303 7971 10208
ニュージーランド 2567 1771 979 722 681 520 622 595 199 376 7110 3090
アメリカ 65141 69732 34668 5644 12949 8294 27853 9066 2789 17682 22218 2533







HS Code +10 ～ポイント -5 ～ 0ポイント
Commodity 5　～ 10ポイント -10 ～ -5ポイント


























































日本 382 475 44 39 53 118 242 99 6 51 29 705
中国 7579 3095 796 1168 541 423 705 686 183 566 95 5021
韓国 1419 515 0 81 39 59 40 139 71 9 75 76 417
インドネシア 863 2332 292 1974 218 1099 225 411 4435 173 95 2011
マレーシア 985 4032 327 559 0 351 1796 444 413 652 386 150 1754
フィリピン 520 83 195 108 100 83 151 73 14 40 24 967
シンガポール 794 539 92 472 764 230 360 356 75 258 43 303
タイ 3394 904 470 767 1070 703 516 0 368 134 595 106 3236
ベトナム 1103 801 453 80 419 1282 212 144 44 239 20 1375
インド 819 525 461 539 911 251 214 342 1059 139 23 1316
オーストラリア 3859 988 948 1029 576 343 640 367 315 136 1129 2155
ニュージーランド 1132 865 414 508 483 429 332 309 112 13 1609 1614
アメリカ 14497 10121 5399 1725 583 1706 475 748 653 363 960 239



















HS Code +10 ～ポイント -5 ～ 0ポイント
Commodity 5　～ 10ポイント -10 ～ -5ポイント


























































日本 5088 871 288 291 197 221 642 568 131 154 56 1340
中国 27173 7198 2228 2969 1244 2958 1576 2827 2738 4453 650 43555
韓国 974 3657 0 1033 136 222 134 287 1595 346 263 47 2066
インドネシア 1814 1383 890 0 596 173 385 282 306 275 471 55 4953
マレーシア 1488 406 381 299 0 149 711 356 238 396 218 25 983
フィリピン 1017 34 23 5 98 32 20 22 31 17 2 1170
シンガポール 127 153 144 948 821 126 282 248 188 231 45 764
タイ 981 829 314 369 423 175 235 0 541 210 215 25 2480
ベトナム 1384 537 457 129 127 60 65 116 40 122 16 6662
インド 304 1042 240 221 206 38 145 125 169 250 35 5225
オーストラリア 965 2176 152 205 82 41 64 191 45 159 723 126
ニュージーランド 375 598 322 98 39 62 12 56 68 113 989 263
アメリカ 3003 7093 1690 844 236 255 361 663 514 688 806 107







HS Code +10 ～ポイント -5 ～ 0ポイント
Commodity 5　～ 10ポイント -10 ～ -5ポイント


























































日本 53476 20292 5089 7127 4923 10825 11978 3180 3759 3439 408 48512
中国 41736 27161 6686 9650 3477 16227 6282 4440 15348 7927 751 113483
韓国 9589 35514 0 1185 2837 2083 5336 1664 1146 2740 1390 169 20582
インドネシア 1980 533 263 531 227 3480 567 223 171 296 41 1402
マレーシア 5268 9397 1394 1077 0 822 13634 4168 496 1362 2053 273 17600
フィリピン 2784 837 900 105 244 587 182 36 19 88 4 3835
シンガポール 10237 19159 8538 14514 20789 3949 0 7683 1910 5679 2990 512 17091
タイ 7096 7348 1121 1465 3053 914 3950 0 933 1030 1095 129 7824
ベトナム 1787 427 159 50 72 218 278 497 60 91 11 896
インド 167 326 161 280 259 101 921 261 146 273 24 2640
オーストラリア 109 492 301 266 121 57 469 173 50 124 1352 999
ニュージーランド 25 56 22 9 17 10 58 57 4 28 844 280
アメリカ 11610 20751 10374 888 8834 4835 12724 3508 481 3648 6754 663


































HS Code +10 ～ポイント -5 ～ 0ポイント
Commodity 5　～ 10ポイント -10 ～ -5ポイント


























































日本 16214 5255 2441 2652 1432 3838 4350 801 970 8683 1172 61062
中国 7827 3829 1346 2438 506 5180 1125 1115 1222 1269 102 15838
韓国 2115 15837 0 825 849 268 4456 455 717 2012 1125 124 12635
インドネシア 505 47 26 0 480 234 1043 388 141 39 56 4 239
マレーシア 821 440 133 287 0 54 1126 672 55 85 135 9 1280
フィリピン 561 64 13 119 49 31 511 41 42 26 1 251
シンガポール 944 1487 876 1936 1538 247 723 270 712 706 103 2373
タイ 1843 307 140 1758 1193 753 1169 0 449 220 2808 219 1213
ベトナム 575 15 36 21 96 47 35 56 2 8 0 89
インド 123 99 116 202 71 70 1797 88 99 55 33 1138
オーストラリア 158 105 183 89 39 17 173 38 13 66 932 2352
ニュージーランド 18 7 3 3 9 0 33 2 0 4 339 216
アメリカ 15498 9763 5672 800 1115 552 6011 818 538 2939 6601 685








































































iji MXMXC  
ただし、 iC は当該国の i 品目の輸出競争力指数 
      ijX は当該国の i品目のｊ国（アジア太平洋諸国）への輸出額 
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第 6 図 アメリカ市場での各国の品目別シェア効果 
資料：河原・井上・明石（2011） 
原資料：World Trade Atlas 
注．2003 年（3 年平均値）から 2008 年（3 年平均値）への輸出変化量から算出した.   
 
 
第 7 図 ASEAN 市場での各国の品目別シェア効果 
資料：河原・井上・明石（2011） 
原資料：World Trade Atlas 




















































































































       
例 日中間のアジア太平洋地域における貿易結合度  
（i 国：日本， j 国：中国） 
Iij： 日本と中国との貿易結合度，Xij： 日本から中国への輸出額 
Xi： 日本からアジア太平洋地域への輸出総額，Mj： 中国のアジア太平洋諸国からの輸入総額 
MA： アジア太平洋諸国間の輸入（輸出）総額 
 




第 8 表 アジア太平洋諸国の貿易結合度指数（2008 年） 
 
資料：河原・井上・明石（2011） 
 )//()/( Ajiijij MMXXI 




アメリカ 0.00 1.63 1.11 1.44 1.67 1.27 1.70 1.00
日本 1.29 0.00 1.31 1.25 1.35 0.36 0.75 0.57
中国 1.37 1.47 0.00 0.98 0.83 0.78 0.65 0.34
韓国 0.99 0.83 2.09 0.00 1.00 0.97 0.56 0.35
ASEAN 1.13 1.47 1.00 0.90 0.00 1.83 1.38 0.69
インド 1.58 0.41 0.79 0.33 1.47 0.00 0.54 0.31
オーストラリア 0.42 1.49 0.85 1.21 1.10 2.23 0.00 9.85
ニュージーランド 0.72 0.93 0.53 0.61 0.73 0.40 7.08 0.00




アメリカ 0.00 1.44 1.31 1.24 1.45 1.28 1.57 0.99
日本 1.15 0.00 1.43 1.31 1.35 0.34 0.72 0.55
中国 1.61 1.21 0.00 1.11 1.05 1.05 0.74 0.42
韓国 0.78 0.77 2.11 0.00 1.12 0.77 0.48 0.40
ASEAN 0.93 1.50 1.16 0.94 0.00 1.56 1.75 1.07
インド 1.40 0.39 0.92 0.61 1.84 0.00 0.47 0.37
オーストラリア 0.28 1.78 1.17 1.10 0.87 1.78 0.00 6.60




























２．貿易自由化の現状：ASEAN＋1 型 FTA ネットワーク 
 

















































































2000年  中国朱鎔基首相中国・ASEANFTAの提案 
2001年  中国・ASEAN交渉合意 
2002年  日本・ASEAN締結合意 
       インドがASEANにFTA提案 
       中国・ASEAN 枠組み協定締結 
2003年   中国・ASEAN(タイ-中国 EH）  
2004年  韓国・ASEANFTA最終合意 
2007年  韓国・ASEAN 物品貿易発効  
       中国・ASEANサービス協定署名 
2008年  豪・NZ・ASEANFTA調印 
       日本・ASEAN 発効 
2009年  韓国・ASEAN   サービス貿易 5月発効  
       韓国・ASEAN   投資分野  9月発効  
2010年  豪・NZ・ASEAN 発効 
          インド・ASEAN 発効 
          中国・ASEAN（EH以外の）発効 
 





第 10 図 ASEAN+1 型 FTA ネットワークの成立 
資料：河原・井上・明石（2011） 
 











ただし，途上国同士の FTA は，この第 24 条ではなく，授権条項に基づくものである
ため，上記の条件が課されない緩やか協定となる。ASEAN+1 型 FTA のうち，GATT 第 24
条に基づいているのは，AANZFTA（対豪，対新）と AJCEP（対日）である。一方，授権
条項に基づいているのは ACFTA（対中），AIFTA（対印）である。また ASEAN 自由貿易地
域（AFTA）も授権条項に基づいている。なお AKFTA（対韓国）はいかなる条項に基づい
たものであるかは，ウェブ上の情報からでは不明である。また，韓国とインドの間の 2
国間の FTA も，ウェブ上の情報からでは不明である。 
また，ASEAN+1 型 FTA には，関税撤廃，削減だけの ACFTA 型のものと，包括的な経済















































第 10 表 ASEAN+1 型 FTA の概要 
 自由化目標年 自由化率 原産地規則 
AIFTA 2013 年-2018 年 80% 付加価値基準 35%と関税番号変更基準
(HS6 桁)の両方を満たす 
ACFTA 2010 年 
(2015 年) 
90% 付加価値基準 40% 

















ATIGA 2010 年 
(2015 年) 














































（４）むすび：ASEAN+1 型 FTA ネットワークの不安定性 














ACFTA 39 - 19 37 2 - - -
AKFTA - 26 16 - 12 - - -
AJCEP - - 106 38 52 - - -




が大きい。さらには，今後，地域 FTA が交渉される際にも，ASEAN が主導的な地位を得
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2000 85.9 78.6 74.8 76.0
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㍺ධ
1990 12.3 17.8 21.7 20.9
1995 14.3 16.2 25.4 23.3
2000 14.1 21.4 25.2 24.0
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Introduction 
• Food industry and marketers seek ways of 
better forecasting new product success 
Why? 
• High failure rate among new products 
• Failure rate of new food products = 70-80%
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• Given high cost of product launch and low probability of new 
product success - important for food industry and marketers to 
utilize approaches that will yield accurate valuations! 
• Traditional approaches of investigating consumer preferences and 
willingness to pay (WTP) for new products: 
– Focus groups 
– Conjoint analysis 
– Surveys 
– Market tests 
Stated Preference Methods 
• Involve people hypothetically rating, ranking, or choosing between 
competing products or alternatives 
• Open to strategic manipulation by respondent 
• does not provide incentives for respondents to invest sufficient cognitive 
effort when thinking about their valuation decisions 
• lack of real economic commitment - people overstate the amount they are 
willing to pay 
• Consumer  valuation of novel products from hypothetical  studies have 
been found to be as much as 3 times greater than valuation from non-
hypothetical studies 
• could then lead to inaccurate pricing and product adoption decisions and 
sales forecasts. 
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Incentive Compatible Methods 
• an elicitation method that provides an incentive for people to 
truthfully reveal their preferences 
• Bidding true value yields a payoff at least as great as the payoff 
from all other strategies no matter what bidding strategies other 
rivals pursue. 
• Ding, Grewal, Liechty (2005) showed that incentive compatible 
mechanisms more accurately predict purchases than traditional 
hypothetical elicitation mechanisms 
• Economists now use non-hypothetical experiments to elicit WTP 
values  
Advantages of Experiments 
• Replicability 
– Refers to the capacity of other researchers to reproduce the 
experiment and thereby verify the findings independently 
– To a degree, lack of replicability is a problem of any inquiry 
that is nonexperimental 
• Control 
– Is the capacity to manipulate lab conditions so that observed 




Preference Elicitation Methods 
• Non-hypothetical choice experiment 
• Experimental auctions - focus of this talk 
Experimental Auction 
• A method that provides incentives for individuals to 
truthfully reveal their values and imposes a cost for non-
truthful (or inaccurate) value revelation 
• A method where individuals bid against others in an active 
market where, in a WTP auction, the high bidder(s) win the 
good and actually pay the market price 
• Separate what people say from what they pay  
• Market price paid is independent of what he/she bids 
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Experimental Auction 
• One obtains a bid (WTP value) from each individual 
precluding the need to make parametric assumptions about 
the shape of the market demand curve 
• In traditional conjoint methods, WTP must be inferred 
from aggregate econometric estimates 
• Involves the exchange of real goods and real money 
• Modeling determinants of WTP is straightforward given 
the continuous nature of the dependent variable 
• Easier then to investigate heterogeneity in valuations of consumers 
• Market segmentation 
Experimental Auction 
• Disadvantages 
– Subjects must be recruited and paid participatory fees 
to attend lab sessions 
– Bids might be truncated or censored by outside 
alternatives (substitutes) not available in the experiment 
– Large frequency of zero bidding, maybe because of 
disinterest 
– Use with caution if one needs valuation estimates that 
can be generalized to a national sample or make 
important policy implications  
47
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n-1 highest bidders 
pay market price
n-1
Collective Auction simultaneously 
submit sealed 
bids
mean bid each individual pays 
market price (subject 
to unanimity rule) if 
sum of bids exceeds 
sum of costs 
none or all
Why 2nd Price Auction is  
Incentive Compatible? 
• If bidder submits a bid greater than his value, he runs 
the risk that the 2nd highest bid will exceed his value, 
which could cause him to lose money 
• If he submits a bid less than his value, he runs the risk 
that someone could outbid him, causing him to miss out 
on a profitable opportunity. 
• By separating what a person pays from what they say, 
the second price auction induces sincere bidding in 
theory.
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Why Incentive Compatible? 
v = bidder’s value for a good
b = bid 
p = market price determined in the auction 
If b > p  = bidder wins the auction and pays p 
If b < p  = bidder does not win and pays nothing 
Payoffs from Bidding Strategies 
Realized Price Under-Bid (b<v) Over-Bid (b>v) Bid Value (b=v) 
p > v > b 0 
v > p > b 0 
v > b > p U(v-p) > 0 
p > b > v 0 
b > p > v U(v-p) < 0 
b > v > p U(v-p) > 0 
p > v = b 0 
v = b > p U(v-p) > 0 
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Examples of Studies Conducted 
• Animal welfare - ham  
• Organic – milk 
• GM Foods – golden rice 









Develop functional foods from Andean root and tuber 
crops and assess market for these products to improve 
income of small Peruvian farmers  
  
     Extracts: 
– Antioxidants 
– Natural Pigments
– Medicinal Uses  
Functional Foods: 
– Chips, syrups, flours, dehydrated products  
Some Developed Products 
 Yacon flour 
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Some Developed Products 
 Instant Yellow Mash Potato 
Some Developed Products 
 Yacon Syrup 
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Conclusions 
• Much has been learned about the pros and cons of 
experimental auctions to elicit demand for new goods and 
services 
• Experimental auctions are a potentially valuable pre-test 
market research tool that can complement existing 
marketing research methods such as conjoint analysis 
• More work is needed to refine designs so that we can better 
understand consumer behavior in an effort to improve 
business decision making and public policy 
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Food Labels: A Background 
y The increasing demand for food quality has led to increased
interest in food labeling.
y Food labels serve as product differentiation tool since they
can inform consumers about the presence of specific
attributes in food products.
y Among the various types of food labels, ‘geographical
indication’ and ‘organic farming’ labels have recently
received extensive attention from policy makers, firms, and
consumers.
Food Labels: A Background 
y ‘Geographical origin’ labels signal the presence of a strong
link between the area of production and the quality
attributes of a food product.
y Organic labels signal food products that are lower in
pesticide residues and hence can be more environmentally,
friendly, safer, and healthier.
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Food Labels: European Context
y The European Union has introduced:
 Two geographical indications labels – Protected Designation of
Origin (PDO) and Protected Geographical Indication (PGI).
 The Organic Farming label (EC Regulation 510/06; EC
Regulation 834/2007).
Definition of PDO Label
According to the Council Regulation (EC) No 510/2006 of
20 March 2006, a PDO label covers agricultural and food
products which are produced, processed and prepared in a
defined geographical area region a specific place or in– , ,
exceptional cases, a country - whose quality or characteristics
are essentially or exclusively due to a particular geographical
environment with its inherent natural and human factors.
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Example of European Products with PDOs 
Definition of PGI Label
According to the Council Regulation (EC) No. 510/2006
of 20 March 2006, a PGI label covers agricultural products
and foodstuffs closely linked to a defined geographical area.
l f h f d i iAt east one o t e stages o pro uct on, process ng or
preparation takes place in the area. These products possess a
specific quality reputation or other characteristics,
attributable to the geographical origin.
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Example of European Products with PGIs 
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y http://ec europa eu/agriculture/quality/door/li. .
st.html?recordStart=0&recordPerPage=10&rec
ordEnd=10&filter status=REGISTERED&sort mil. .
estone=desc
Definition of Organic Farming Label
Old logo New logo 
According to the Council Regulation (EC) No. 834/2007 of 28
June 2007, the Organic Farming label identifies agricultural
products which are obtained from an overall system of farm
management and food production that combines environmental
practices in line with the respect of nature’s systems and cycles, a
high level of biodiversity, the preservation of natural resources, the
li ti f hi h i l lf t d d d d tiapp ca on o g an ma we are s an ar s, an a pro uc on
method which uses natural substances and processes excluding the
use of genetically modified organisms (GMO) and chemicals.
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Labels and meaning of Organic Farming label

















to make the extra virgin kind      ‐   . 
o <1.5% acidity
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Implications of these labels for consumers, producers, and 
society: 
Consumers: 
¾Reduce the presence of asymmetric information; 
¾R d h i k f li i le uce t e r s  o  qua ty uncerta n y;
¾Reduce search cost.
Producers:
¾Imitator and non-original producers are kept away from the market;
¾Producers get a reputation premium and higher income from the food 
product with high quality; 
Society: 
¾Support local economy, rural development, and economic cohesion. 
1
5
Food Labels: European Context
y Several studies have shown that consumers’ preferences are
affected by the presence of these labels and that consumers are
willing to pay a price premium for products displaying such
labels.
H th i id ti th ty owever, ere s some ev ence sugges ng a consumers can
get confused and may not entirely know how to interpret these
European food quality labels (Giraud, 2002; Aprile et al., 2009).
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Food Labels: European Context
y According to Aprile et al. (2009), consumers are often unsure
about the meaning of these labels.
y There is a need to find out if providing information about the
meaning of both GIs and organic farming labels can affect
consumer purchasing behaviour or WTP.
Objectives 
Test for differences in consumers’ WTPs for PDO, PGI, organic
farming labels and extra virgin quality cue across:
(1) i f d d i f dn orme an un n orme consumers
(2) knowledgeable and unknowledgeable consumers
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Experimental Procedures: First Objective
y We carried out two different choice experiment (CE) surveys:
 CE with information: in which information about the
meaning of PDO, PGI, and ORG labels (as well as the extra
virgin olive oil (EXTRA) quality cue) was provided to
respondents before the CE questions.
 CE without information: in which no information on the
meaning of the labels was provided to respondents.
Experimental Procedures: First Objective
¾CE is a stated-preference multi-attribute method extensively used to
elicit consumer preferences and WTP for specific product
tt ib ta r u es.
¾Used olive oil as product of interest.
¾The experimental design included the following attribute and
attributes levels.
Attributes Levels 
Price 3.50, 5.50, 7.50 , and 9.50 Euros per a liter of olive oil
GIs PDO/PGI/absent 
Organic Farming Present/absent
T  f l  l V /  ype o o ive oi irgin extra-virgin
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EXAMPLE OF CE QUESTION
Choice set card 1
Attributes Option A Option B Option “None”
Type of olive oil 
GIs
Virgin Extra virgin None
Of
Organic farming Them 
Price $7.50 $3.50
Pl i di t hi h ti ld h (M k h i )ease n ca e w c op on you wou c oose ar your c o ce
Experimental Procedures
We included in our questionnaires a set of questions aimed at
capturing the level of consumer knowledge about the labels
We asked survey respondents to correctly associate three of the
certified characteristics with PDO, PGI, and ORG labels as well as
for EXTRA quality cue.
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QUESTION EXAMPLE: 
Could you please indicate which do you think are the three characteristics from
among the list below are needed to get a PDO label?
P d i f i d i Xro uct on rom a g ven pro uct on area
Origin of ingredients from a given geographical area X
Traditional production method X
Taste
Compliance with hygiene rules
Q litua y
Specific site of at least one stage of the productive process
Animal welfare
Origin of at least one ingredient






Then, in each CE surveys we segmented the sample into two
consumer groups:
 knowledgeable consumer group - includes people who correctly
associated three (high knowledge level) and two (medium
knowledge level) certified characteristics of all labels and quality
cue simultaneously,
 unknowledgeable consumer group - includes those respondents
who identified only one certified characteristic of the labels and
lit (l k l d l l) d th h did t t hqua y cue ow now e ge eve an ose w o no ma c any
corresponding certified characteristic associated with all labels and
quality cue (no knowledge).
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DATA: Samples 
y A total of 230 respondents completed face-to-face surveys with and
without information respectively.
y The majority of them were female (with info=64.8% - without
i f 60% ) ll d d ( i h i f 50% i h i f 44 3%)n o= , we e ucate w t n o= - w t out n o= . ,
with an age between 30-44 years old (with info=48.9% - without
info= 45.2%).
y A comparison of the socio demographic distributions of the two CE
samples suggest that the samples of “CE with info” and “CE without
info” are similar across the socio-demographic characteristics.
ECONOMETRIC ANALYSIS  
We estimated an Error component logit model (EC) across informed and
uninformed consumers as well as knowledgeable and unknowledgeable
consumer groups;
Using the estimates of the EC model, for each consumer group we then
estimated WTP values for each label using the bootstrapping method
(Krinsky and Robb, 1986), from which we obtained a distribution of
1000 WTP values for each label.
 Finally, we tested differences in WTPs across the two CE surveys (e.g.
with and without information) using a non-parametric Test (Poe et al




RESULTS: WTP across CE with and without information  
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WTPs between PGI and 
EXTRA olive oil labels are 
statistically significant 
[0.666284 – 7.01446] [-1.00168 - 2.98332]
ORG 4.39 3.52 0.829
across the CE surveys; 
while no statistically 
significant differences were 
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WTP across CE with and without information:
result implications




y When consumers are informed about the meaning of the labels,
the PDO label is perceived to be a proxy for organoleptic
properties, thereby reducing the value attached to PGI and
EXTRA labels.
consumers’ valuation for European quality labels is linked to the
level of knowledge about the meaning of these labels
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K l d bl  d k l d bl  b t  CE 
Results: 
WTPs between Knowledgeable and unknowledgeable across CE surveys
h h h hnow e gea e an un now e gea e e ween
surveys
PDO PGI ORG EXTRA
Knowledgeable 
W en consumers ave ig  
knowledge about the meaning of 
the labels, their WTP for the 
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ORG and EXTRA) are different 
across the CE surveys (i.e., 
without and with information). 










p-value 0.121 0.212 0.055 0.019
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1.78 3.81 5.01 6.00
Valuation of PDO label 
differs between 
knowledgeable and
Unknowledgeable (1.17) (1.62) (1.33) (1.46)
p-value
0.002 0.228 0.298 0.492
  
unknowledgeable 

























WTPs across knowledgeable and unknowledgeable 
respondents
y The rank order of consumers’ WTP for the European quality labels is not
different across knowledgeable and unknowledgeable consumers when
information is provided to them.
y When information about the meaning of the European quality labels is
not provided to consumers, their preferences are less stable and are
strongly related to their prior knowledge level of the labels;
y The provision of information did not affect knowledgeable consumers
but had an effect on unknowledgeable consumers;
CONCLUSION  
yIt seems that the presence of food quality labels has not solved the 
asymmetric information problems between consumers and producers, 
especially among consumers who are not knowledgeable about the meaning 
of the labels, resulting to a persistent information gap.
yTherefore, the European Commission should develop strategic initiatives 
to facilitate information flows between farmers, buyers and consumers.
ynew strategic orientations are needed to improve the communication of the 
certification and labeling programs to consumers. 
yPlans to scrap PGIs?
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Impacts of Product Differentiation through Traceability,        
Indication of Country of Origin and Food Miles Information:    
Implications to Korea-U.S. FTA and Korea-China FTA 
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1. Motivation  
• Rice is the main staple food and a major source of income. 
   -  47% of the caloric intake and over 70% of farm income 
 
• Rice tariffication was postponed in the Uruguay Round in 
the GATT for 10 years from 1995 to 2004 and extended 
import quota another 10 years from 2005 to 2014. 
However, import quota increased from 4% to 8% of total 
consumption. 
 
• Korea imported rice only for processing from 1995 to 2004. 
Rice for food use has been imported from10% to 30% of 
total imported rice since 2005.  
 
• Korea should import rice with tariff in 2015. We identify 
consumers’ preference for domestic and imported rice. 
1. Motivation  
• The availability of imported rice will increase significantly 
in the near future since Korea should open its market with 
tariff in 2015.   
• Korea and exporting countries should identify   
1) the feasibility of marketing both domestic and imported rice 
2) which rice from specific countries Korean consumers prefer  
3) consumers’ preference and valuation for a rice product’s 




















II. Comparison of domestic         
and imported rice 

Previous studies 
• A few studies have attempted to identify consumers’ 
valuation and quality difference between domestic and 
imported rice in Korea. Previous studies used state 
preference method such as CVM.  
 
• Lee et al. (2004): the WTP for domestic rice was 32% 
and 43% higher than that of US and Chinese rice, 
respectively. 
 
• Park et al. (2006), consumers’ WTP for domestic rice 
was 28.5 % and 22.8 % higher than those for the US 
and Chinese rice. 
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Characteristics of Our Study 
• Korean consumers have a strong preference for 
domestic rice, but import would significantly affect 
domestic rice market in the future.  
 
• Previous studies have estimated consumers’ WTP for 
domestic and imported rice using hypothetical 
preference elicitation methods.  
 
• Our study utilizes a non-hypothetical experimental 
auction approach to elicit consumers’ valuation. 
III. Experimental auction 

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• An experimental auction is a mechanism for eliciting 
consumers’ WTP for new goods and services using non-
hypothetical and incentive compatible mechanisms. It can 
minimize the hypothetical bias. 
 
• The random nth price auction in this study  can be thought 
of as a combination of the Vickrey Second Price Sealed 
Bid Auction and the Becker-DeGroot-Marschak(BDM) 
mechanism.   
Experimental auction 
• The random nth determination of market price engages 
not only the on-margin bidders but also the off-margin 
bidders in the experiment.  
 
• The endogenously determined market-clearing price is 
related to participants’ private values.  
Experimental auction 
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• This method also minimizes competitive biases that 
could exist in the second price sealed bid auction. 
 
• A number of studies have compared the random nth 
price auction with other methods and proved that this 
method provdes unbiased and accurate values. 
Experimental auction 
IV. Experimental design 
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• Experiments places: Seoul and Gyeonggi 
 
• Period: August 2010 
 
• Participants: 75 participants 
 
• Three treatments with different labeling:     
1) no labeling information (only tasting),    
2) country of origin labeling information (taste and COOL),  
3) food miles labeling information (taste and food miles). 
Experimental design 














• Each treatment: two sessions  
  - each session: 12 to 13 participants.  
 
 
• Five rounds auctions 
   - one of the rounds randomly chosen at the end to be                    
the binding round.  
Experimental design 
• Rice products (4 kg) in the auction:  
 
1) domestic rice (Kyeong-gi rice; milled, No.1 Grade),  
    
    2) US rice (CALROSE; milled, No.1 Grade), 
    
    3) Chinese rice (Golden Terra; milled, No.1 Grade).  
Experimental design 
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• Full bidding approach: bid simultaneously for each of the 
three rice products  
 
• Why?  
- Eliminate loss-aversion effects and collect more data       
than endowment approach  
 
• Taste testing: identical rice cookers & cooking conditions 
(water amount, cooking time, etc.) 
Experimental design 



























The procedure of the random nth price auction (2/2)㻌
IV. Experimental results  
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Experimental results 
• Summary statistics in Table 1.  
 
• The majority of participants were married females.       
The average age was 47.7 years. 
  
• High school graduates: 32 %, University graduates: 40 % 
 
• 36 % of participants: purchase at the price level of 41,000 
to 51,000 won/20kg 
Table 1. Participants’ socioeconomic characteristics 
Variables Categories 
Value 
Variables Categories Value 
Mean Std.Dev. 




Less than 1 million 1.30% 
Household size 3.5 1.2 1 to 1.99 million 9.30% 
Number of purchase 6.4 3.3 2 to 2.99 million 20.00% 
Education 
Middle school 1.30% 3 to 3.99 million 26.70% 
High school 32.00% 4 to 4.99 million 14.70% 
College 22.70% 5 to 5.99 million 10.70% 
University 40.00% 6 to 6.99 million 8.00% 
Post-graduate 4.00% 7 to 7.99 million 1.30% 
Concern 
  





Below 32,000 6.70% 
Milling date 8.00% 32,000 to 35,000 1.30% 
Food safety 18.70% 35,000 to 38,000 17.30% 
Convenience  
to buy 4.00% 38,000 to 41,000 14.70% 
Nutriment 2.70% 41,000 to 51,000 36.00% 
Others 6.70% 
51,000 to 61,000 20.00% 
Over 61,000 4.00% 
 Frequency of buying rice a year. 
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• The mean of the bids from all treatments by country of 
origin in Table 2.  
 
• Subjects overall are willing to pay a 10.7 percent 
premium for domestic rice over the US rice, and a 5.7 
percent premium for domestic rice against Chinese rice. 
  
• Koreans have either a strong preference for or loyalty 
towards domestic rice.  
Experimental results 




1 2 3 4 5 
WTP(China) 
Mean 6924 7096 7369 7509 7571 
Median 7000 7000 7600 8000 8000 
Std. dev. 2805 2777 2867 2836 3057 
CV 0.41 0,39 0.39 0.38 0.40 
WTP(US) 
Mean 6919 6837 7094 6966 7027 
Median 7000 6550 7500 7000 7500 
Std. dev. 1324 1036 1181 1337 1381 
CV 0.19 0.15 0.17 0.19 0.20 
WTP(Korea) 
Mean 7132 7493 7824 8037 8071 
Median 7000 7600 8100 8500 8500 
Std. dev. 1394 1571 1872 1971 1854 
CV 0.20 0.21 0.24 0.25 0.23 
CV represents the coefficient of variation 
84
Experimental results 
• Taste scores in each treatment are presented in Table 3.  
 
• Subjects give the lowest score to domestic rice in the no 
information treatment, but give the highest scores to 
domestic rice  with information on country of origin and 
food miles.  
 
• Taste is not the reason for subjects’ preference for 
domestic rice when given information about country of 
origin or food miles.  
Table 3. Taste scores across the treatments 
  Treatment 
  No information COOL Food Mileage 
China (25persons) 
Mean 74 74 74 
Median 80 80 70 
Std.dev. 19 18 12 
US (25persons) 
Mean 74 75 71 
Median 75 80 70 
Std.dev. 12 17 14 
Korea (25persons) 
Mean 70 79 78 
Median 70 80 80 
Std.dev. 16 12 13 
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• Table 4 presents the mean bids across the three 
information treatments.  
 
• Subjects do not value the domestic rice higher than 
either the US or Chinese rice when no information about 
the rice products is given to them. This is consistent with 
the results of the taste scores  
 
• When given information about country of origin or food 
miles, subjects’ bids are higher for domestic rice than for 
the two imported rice products. 
Experimental results 
Table 4. Mean bids by treatment 
Unit: KRW/4kg 
    Treatment   
  Round No information COOL Food mileage 
China (25persons) 
1 6760 6504 7508 
2 6624 7017 7650 
3 6592 7429 8086 
4 6894 8057 7518 
5 6984 8184 7546 
  Mean 6783 7438 7662 
US (25persons) 
1 7152 6784 6820 
2 7212 7032 6268 
3 7242 7433 6606 
4 7142 7577 6180 
5 6912 7653 6516 
  Mean 7132 7296 6478 
Korea (25persons) 
1 6748 7476 7172 
2 6620 8100 7760 
3 6568 8444 8460 
4 6956 8528 8628 
5 7244 8628 8340 
  Mean 6827 8235 8072 
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• Equality t-test on the WTP means and medians (Table 5). 
• The estimated mean WTPs are statistically different 
between domestic and US rice in all information 
treatments.  
• WTPs are not statistically different between domestic 
and Chinese rice in the no Information and food miles 
information.  
• Kruskal-Wallis test shows that WTPs are different 
between domestic and imported rice with  COOL or food 
miles.  
• Consumers respond more sensitively to COOL 
information than no information and food miles 
information. 
Experimental results 
Table 5. Equality tests for WTP means and  
medians across the treatments
Treatment 
t-Test for equality of means Kruskal-Wallis Test  for equality of medians 
Mean differences Std. Error t-value Value Prob. 
No information 
-44.40 231.36 0.19 0.09 0.76 
-304.8* 165.38 -1.84 2.40 0.12 
COOL 
797.04*** 129.39 6.16 32.19*** 0.00 
939.44*** 108.94 8.62 60.96*** 0.00 
Food Miles 
410.40 436.83 0.93 10.67*** 0.00 
  1594.16*** 248.96 6.40 34.62*** 
* and *** denote significance at 10% and 1% levels, respectively 
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• Table 6 : the estimates of the random effects models 
using the pooled data 
 
• According to the pooled model results, WTP for US rice 
is lower than the WTP for domestic rice. 
 
• WTP for US rice is lower with food miles than country of 
origin. 
  
• WTP for Chinese rice is also lower but not statistically 
different from the WTP for domestic rice. 
 
Experimental results 
• Based on the regression models for each rice product, 
COOL and food miles information positively influences 
consumers’ WTP for the domestic rice product. COOL 
information increases valuations more than food miles.   
 
• Consumers are willing to pay approximately 1,487 KRW 
and 1,271 KRW per 4 kg more for domestic rice when 
given COOL and food miles information.   
 
• COOL and food miles information has no statistically 
significant effect on WTP for Chinese rice product while 
food miles information has a negative effect on WTP for 




Table 6. Random effect panel model estimation results 
Variable 
WTP(Pooled) WTP(China) WTP(US) WTP(Korea) 
Coef. Std.error Coef. Std.error Coef. Std.error Coef. Std.error 
Intercept 5566.25*** 1101.38 5908.58** 2873.57 6057.49*** 1007.83 4732.68*** 1387.08 
COOL 1133.51** 438.09 707.86 854.96 157.56 299.08 1486.94*** 411.74 
Foodmiles 1153.83*** 428.75 789.81 792.23 -710.99*** 277.13 1271.25*** 381.54 
Age 9.31 13.58 26.44 35.45 4.51 12.40 -3.03 17.07 
Education -209.95 135.83 -600.43* 354.63 -71.7 124.05 42.28 170.78 
FamilySize 218.89* 115.35 125.13 301.17 264.43** 105.35 267.13* 145.04 
Income -75.04 69.66 1.04 181.87 -87.05 63.62 -139.11 87.59 
PurchasingPrice 224.02** 97.09 287.48 253.50 129.4 88.68 255.19** 122.08 
Round2 151.02* 87.39 172.93 154.56 -81.33 126.92 361.46** 166.33 
Round3 437.37*** 87.39 445.06*** 154.56 174.93 126.92 692.13*** 166.33 
Round4 512.75*** 87,39 585.60*** 154.56 47.46 126.92 905.20*** 166.33 
Round5 564.84*** 87.39 647.46*** 154.56 108.4 126.92 938.66*** 166.33 
China*COOL -744.07 540.07 
China*Foodmiles -451.67 524.66 
US*COOL -904.07* 504.07 
US*Foodmiles -1659.75*** 524.65 
Observations 1125 375 375 375 
Sigma u 1795.69*** 2706.68*** 893.09*** 1238.25*** 
Sigma e 926.99*** 946.48*** 777.22*** 1018.57*** 
* , ** and  *** denote significance at 10% , 5% and 1% levels, respectively
VI. Conclusions  
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1. According to revealed preference, Korean consumers 
are willing to pay a premium for domestic rice vis-à-
vis imported rice products.  
- a 10.7 percent premium for domestic rice over the US rice, 
- a 5.7 percent premium over the Chinese rice  
- Premiums are lower than those from previous studies since we used 
a non-hypothetical experimental auction.  
 
2. Country of origin information provides higher valuation 
for domestic rice than food miles information.  
 
3. Korean consumers have a positive preference for 
domestic rice, particularly when country of origin 
information is provided.  
Conclusion 
1. Korea: 1) a country of origin labeling policy,  2) improve 
the taste or sensory attributes of the domestic rice 
2. US: emphasize the taste/sensory attributes of their rice 
3.   China: potential to export more rice to Korea and need 
to  implement marketing strategies that can improve the 
image of their rice in terms of quality and food safety.   
 
Policy Implication for FTAs 
90
• KU Model: quality premium for 10 major 
goods in an agricultural sector model 
• Questions: how to get quality premium? 
• 3 scenarios in quality premium: 
   - S-1:   0% quality premium  
   - S-2:  50% quality premium 
   - S-3: 100% quality premium   
 
 
Modeling Product Differentiation  
YWXZTWZTW\G
[ZG
• Quality premium is arbitrary and does 
not have any scientific evidence.  
• Country of origin premium(COP) 
estimated by experimental auction will 
give more realistic model results.  
   - Pd = (1+COP)(1+tariff)*EX*Pf  
     - COP: 10.7% over US rice, 5.7% over Chinese rice 
        - EX: exchange rate, Pd, Pt : domestic, foreign prices 
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• The beef from the US was stopped in 2004 because of mad 
cow disease. However, the Korean government decided 
reopening beef market to the US in 2007 during the Korea-US 
FTA negotiation.  
 
• The heavier dependence on imported beef increased in the 
public’s concerns about getting beef-related diseases like 
BSE. 
 
• What’s more, the number of cases of retailers disguising 
imported beef as Korean beef has also increased due to 
significantly higher price of Korean beef. 
 
• Consequently, the Korean government is contemplating  the   
implementation of a new traceability system for imported beef. 
Background 
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» What’s the traceability system?  
• A system tracing the history, process and marketing location 
of the imported beef coming to Korea by recorded 
information 
 
» Purpose of traceability system˖ 
• To prevent safety problems related to the importation of beef  
• To foster transparency in distribution channels of imported 
beef  
• To improve consumer ability to select safer beef. 
Traceability system 
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» To partly determine the market feasibility of the new 
traceability system 
• eliciting consumers’ willingness to pay for imported beef 
with the new traceability system. 
 
» To analyze the effect of different types of information about 
the new traceability system on consumers’ WTP for 
traceable beef.  
Motivation 
II. Theoretical Framework 
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• Experimental auction: non-hypothetical and incentive 
compatible mechanism 
- the use of actual products and cash in the experiments allows 
the participants to focus on a valuation task. 
(Fox et al. 1997; Shogren et al. 2001; Lusk et al. 2004; Noussair 
et al. 2004) 
 
• Results from the random nth price auction tend to be more         
accurate than other mechanisms (Lusk and Rousu 2006). 
 
• The random nth price auction displayed the highest speed of     
convergence between participants’ WTP for and willingness to  
accept a genuine public good compared to other methods.  
    (List 2003; Lusk et al. 2004; Parkhurst et al. 2004) 
Experimental Auction: random nth price auction 
III. Methodology 
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» Subject: 100 female married consumers from Seoul and 
Gyeonggi Province 
 
» Object: a 200g pack of US beef with traceability (all 
participants are provided a 200g pack of US beef without 
traceability and a reference price of about AUD $3 in 
advance) 
 
» 4 Treatments: 
• no information (only definition of traceability provided) 
• positive information (food safety improvement) 
• negative information (a marketing cost increase) 
• two sided (both positive and negative information) 
Experimental Design 
» Steps of auction: 
 
1. Seat assignment to avoid communication between participants 
2. Instructions to bid WTPs to exchange baseline beef for   
    alternative beef 
3. Practice auctions with chocolate bars 
4. Start of imported beef auction: submit sealed bids 
5. Collection of bids and random draw of nth bid  
    & identification and announcement of winners  
       allowing for ‘learning effect’ 
6. Conclusions of 5 rounds and select a binding round randomly 
Experimental Design (contd)  
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» To determine the effect of different factors on WTP 
» Some participants submitted zero bids 
» The panel nature of the data (5rounds, 90 (out of 100) indivi
duals) 
» Dependent Variables: WTP bids submitted in every round 
» Independent Variables: 
• participants’ demographic characteristics 
   (age, household size, frequency of buying imported beef per   
month, income level, level of awareness about traceability   
system etc.)  
• information treatments 
• round effects 
 
Random Effects Tobit Model 
IV. Results 
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» Average bids of subjects in each round 
- From round 1 to round 5, consumers on average are 
willingly to pay a 34% to 44% premium for the traceable 
imported beef. 
Results of Experimental Auction 
» Average bids across the four information treatments 
- Consumers are willing to pay a 39 percent premium to traceable US beef 
- WTPs: Positive Info.> No Info. > Two sided Info.> Negative Info. 
- WTP for the new traceability system is significantly influenced by the type 
of information provided to subject.  
- Difference between no Info. & negative Info. > difference between no Info. 
& positive Info.  Corrigan et al. (2009)˖participants placed more weight 
on negative information than positive information 
Results of Experimental Auction (contd) 
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-Awareness: level of awareness about traceability system (five-point likert scale) 
-Buy: frequency of buying imported beef per month 
-Trust: level of trust of information on traceability of imported beef (five-point likert scale) 
demographic   
characteristics 
information      
treatments 
round effects 
Results of Regression  
» Older subjects are willing to pay more for imported beef with    
traceability 
» Participants with high knowledge about traceability systems    
bid higher values 
» Consumers who buy more imported beef want to obtain more  
information on the imported beef market  
» Higher income subjects are willingness to pay more  
» Negative and two-sided information negatively influence WTPs 
while positive information does not significantly influence WTP, 
which is consistent with previous unconditional  test 
» Round 1 has the lowest bid price, and round 4 has the highest 
bid price, which is consistent with the result from Figure 2 
Results of Regression (contd)  
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V. Conclusions
• Consumers hold relatively positive attitudes toward the 
new traceability system (average 34% to 44% in 5 rounds) 
 
• The WTP for imported beef with traceability is 50 percent 
premium given positive information on the new traceability 
system, 26 percent premium given negative information 
and 37 pe cent premium given both positive and negative 
information. 
 
• Positive information did not significantly increase WTP 
compared to the baseline no information but negative and 




• Justify policymakers to implement the traceability system 
of imported beef after Korea-US FTA 
 
• Provide policymakers with attitudes of consumers toward 
new traceability system, as well as different information 
effects 
   - show evidence on market feasibility of this new system  
• Government should prepare food safety guarantee 
system before FTAs 
     
Existing Rules on Traceability, Country of 




Certification System and Quality Management 
• National Agricultural Products Quality 
Management Service (NAQS), NAQS, is a 
specialized organization in agri-food quality 
management.  
 
• Homepage:  
http://www.naqs.go.kr/english/index.jsp 
 
Certification System and Quality Management 
• NAQS conducts diverse tasks related to agri-food 
safety and quality management based on 
Agricultural Products Quality Act.  
   - Environment-friendly Agricultural Products Certification  
   - Good Agricultural Practices(GAP) Certification  
   - Agricultural Products Traceability System 
   - KPGI(Korea Protected Geographical Indication) 
   - Management of Processed Agri-Food Certification 
   - Country of Origin Labeling (COOL) Management  
   - GMO Labeling & LMO Management 
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Agricultural Product Traceability System  
• Agricultural products traceability system is 
aimed to register and manage the 
information about agricultural products 
from production to distribution stage in 
order to identify the cause of any safety 
problems and takes immediate actions to 
fix them.  
Agricultural Product Traceability System  
• Agricultural product traceability system 
was introduced in February 2006. 
• Traceability system of imported beef was 
started in December 2010 after two years’ 
pilot study. 12 digit identification number in 
imported beef can identify 10 marketing 
information such as country of origin, sell-




  Stepwise system 
– Farm: registration with birth and move 
– Butchery dealer: marking individual 
identification number on carcass 
– Meat processing dealer: marking individual 
identification number on cut of meat 
– Meat distributor: selling beef after marking 
individual identification number on beef  
– Consumer : checking the information  
 
• NAQS monitors origin labeling and to 
intensively cracks down on non-compliance 
in the most vulnerable periods and areas.  
• COOL was introduced on July 1st, 1991. 
 
 
Country of Origin Labeling  
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• NAQS started to apply the origin labeling 
system to restaurants in July 2008, so that 
all restaurants selling rice, beef, pork, 
chicken, duck and cabbage, etc. are 
monitored and policed under the system. 
• Online shopping malls and home shopping 
channels selling agricultural products to 
comply with origin labeling regulation for 
consumers. 
 
Country of Origin Labeling  
• KPGI (Korea Protected Geographical 
Indication) is a labeling system to indicate 
that an agricultural or processed agricultural 
products are from a specific geographical 
location or origin in Korea 
• KPGI applies in cases where the reputation, 
quality or characteristics of the product is 
fundamentally attributed to its geographical 
origin. 
 
Korea Protected Geographical Indication 
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• KPGI was introduced on July 1st , 1999 to 
protect geographical products and also to 
prepare TRIPs(Agreement on Trade-
Related Aspects of Intellectual Property 
Rights) in the WTO.  
• Korea does not have a label of the 
protected designation of origin (PDO) like 
EU.   
Korea Protected Geographical Indication 
• NAQS manages the labeling of all imported 
GM products including bean, corn, canola, 
cotton, sugar beet and potato in the 
production and distribution stages. 
• GMO labeling focuses on food use since 
March 2001, but LMO management 
includes all uses such as feed, industry and 
environmental use.  
 
 
GMO Labeling and LMO Management 
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• NAQS approves the import of LMO for feed after 
evaluating the appropriateness of the transport 
routes, transport means and safety measures, 
and strengthens on-site check based on LMO Act 
since 2001.  
• GMO labeling on processed food has been 
regulated by KFDA in July 2001. It is based on 
Food Sanitation Act.  
 
 
GMO Labeling and LMO Management 
Progress of FTAs and Economic Impacts on 





Progress of FTAs in Korea 1 
Four Major FTAs and Economic Impacts  2 
YWXZTWZTW\G ^`G
Progress of FTAs in Korea 
YWXZTWZTW\G _WG
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Progress of FTAs in Korea 
YWXZTWZTW\G _ZG
 
• Korea concluded 10 FTAs with 47 countries 
since it started FTA with Chile in 2002.  
• Korea is almost in the stage of finalizing 
bilateral FTAs under aggressive and 
simultaneous drives since Korea-China FTA 
officially started in May  2012.  
Progress of FTAs in Korea  
(February 2013) 
YWXZTWZTW\G _[G




Chile April 1st, 2004 
Singapore March 2nd, 2006  
EFTA September 1st, 2006 
ASEAN July 1st, 2007 
India(CEPA) January 1st, 2010 
EU July 1st, 2011 
Peru Aug 1st, 2011 
U.S. Mar 15th, 2012 
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Progress of FTAs in Korea(continued) 
2013-03-05 85 





∙Concluded on May, 2009.   
∙The initialing agreed on March 26th, 
2012. 




∙The need agreed on November 
22th, 2008.  
∙The initialing agreed on August 
31th, 2012. 
 
Progress of FTAs in Korea(continued) 
 
YWXZTWZTW\G _]G





Canada ∙the 13th negotiation on March 2008 
Mexico ∙the 2nd negotiation in June 2008 
GCC ∙The 3rd negotiation on July 2009 
Australia ∙The 5th negotiation on May 2010 
New 
Zealand ∙The 4
th negotiation on May 2010 
China ∙The launch negotiation on May 2012 
Vietnam ∙The 6th meeting on Oct 2011 
Indonesia ∙The 3th meeting on Oct 2011 
China-
Japan ∙The 6
th meeting on Aug 2011 
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Progress of FTAs in Korea(continued) 
YWXZTWZTW\G _^G





Japan ∙The Director-General-Level Consultation on May, 2011. 
MERCOSUR ∙The MOU signed on Jul 23th, 2009. 
Israel ∙The joint feasibility study completed on Aug, 2010. 
Central-America 
∙The joint study completed in May 2011. 
Malaysia ∙The launch feasibility study agreed on May 1st 2011. 







•  No Serious Impacts on Agriculture 
• Major importing commodities from Chile, 
such as pork, grape, red wine, kiwi and 
others are growing after the FTA 
• Introduce compensation policies for 
closing grape, kiwi and peach orchards 
• Introduce flexibilities on fruits and 
livestock on the concession such as 
exception, seasonal tariff, etc. 




Effect of Korea-US FTA on agriculture 
YWXZTWZTW\G `YG
• Agricultural import from US decreased 
18.5 % after the KORUS FTA was in effect 
on March 15, 2012 
• Import of livestock products decreased by 
20% compared to the level of 2011 since 
oversupply of domestic beef and its price 
decline. 
•  However, fruit import is expected to grow 
significantly since tariff reduction is relatively 
high in fresh fruit.  
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Effect of Korea-US FTA on agriculture 
YWXZTWZTW\G `ZG
• Negative impacts to fruit farms: import of 
orange, cherry, grape, lemon and grapefruit has 
significantly increased. Particularly, imported 
cherry and orange from US increased by 80% 
and 25%.  
• According to a consumer survey, 24% of 
surveyed consumers reduced domestic fruit 
and vegetable consumption instead of 
increasing the purchase of the US orange.  
Countermeasures for KORUS FTA 
YWXZTWZTW\G `[G
 
• The Korean government set a countermeasure  
about $ 23 billion to support the farmers and to 
strengthen the competitiveness of agriculture.  
– preventing farm income damage from sudden 
increase of imported products 
– improving the weakness of producing, manufacturing 
and distribution  of agricultural products 
– reforming the structure of agriculture 
– rural developments and welfare improvement 
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Korea-EU FTA  
YWXZTWZTW\G `\G
Effect of Korea-EU FTA on agriculture 
YWXZTWZTW\G `]G
 
• Korea-EU FTA took effect on July 1st, 2011. 
Agricultural import from EU has highly 
increased goods which have been imported 
from EU before Korea-EU FTA.  
• As livestock import decreased in 2012,  pork 
import from EU also decreased  by 20% 
– After FMD in 2011, the portion of pork import from 
EU is increasing constantly so it is expected to 
affect hog farms. 
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Effect of Korea-EU FTA on agriculture 
YWXZTWZTW\G `^G
 
• Import of dairy products from EU will make 
negative impact to domestic milk farms and 
dairy industry.  
• Wine import from EU increased by 10% 
compared to the amount of 2011.  
   - better off the consumers 
   - worse off winery and alcohol industry 
YWXZTWZTW\G `_G
Korea-China FTA  
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YWXZTWZTW\G ``G
Progress of Korea-China FTA 
Progress Type  Detailed Description 
 
Negotiation system  
∙Protecting sensitive field through step-by-step 
negotiation system    






Goods   
∙Normal Track(NT) 
  – Tariff elimination within 10 years 
∙Sensitive Track(ST)  
  – Tariff elimination over 10 years 
∙Highly Sensitive Track(HST)  
– TRQ, Tariff partial reduction, Tariff upper limit  
∙Negotiated in parallel with non-tariff barriers & 
trade remedy related on modality   
YWXZTWZTW\G XWWG
Progress of Korea-China FTA  
Progress Type  Detailed Description 
 
Service & Investment 
∙Beginning consultation about negotiation outline 





∙Country of origin, Trade facilitation, Intellectual 
property right, Competition 
∙Electronic commerce, Clarity, Government 
procurement, TBT/SPS 
∙Cooperation issue about agriculture and 
fisheries will discuss through experts meeting  
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Issues on Korea-China FTA in agriculture  
YWXZTWZTW\G XWXG
 
• China accounts for 11% of imported 
agricultural product followed by US and 
Australia. 
– Vegetables such as red pepper, garlic and onion 
are mainly imported from China 
– Not only farmers but also non-framer groups are 





• In short run, Korea-China FTA would not have 
much effect on grain, beef, pork and fruits due to 
prohibition on export of grain activated by Chinese 
government and quarantine 
– However, Chinese agricultural products have 
different characteristics from province to 
province and China-New Zealand FTA 
agreement includes regionalization. A careful 
approach is needed. 
– When above problems are solved, FTA with 
China would have an enormous effect on overall 
agriculture. 
 




• Korea and China agreed to 2-stage negotiation 
system to protect their sensitive products 
– Stage 1 :  set a negotiation guideline in goods, 
services and investment  
– Stage 2 : start negotiations based on the 
guideline concerted in stage 1 
– Korea makes efforts to include multi-functionality 
of agriculture and food security, special safety 
guard in the negotiation of stage 1.  
 
Issues on Korea-China FTA in agriculture  
YWXZTWZTW\G XW[G
 
• Korea and China are considering not only 
economic effects but also political and 
diplomatic role of FTA in pacific rim region.  
– Korea-China FTA is expected to consider 
sensitive areas and to be a flexible 
agreement on agricultural products unlike 
Korea-US FTA 
 































     各国における地理的表示の概要と商標登録制度との関係 
 



































































































理事会規則 No 510/479/2006 （ Council Regulation 







産品地理的表示法（Geographical Indications of Goods 
Act of 1999） 
産品地理的表示規則（Geographical Indications of Goods 
Rules of 2002 
タイ 
 








法律第 25.380 号（Law No 25.380）（産地及び原産地の
表示） 
法律第 556/2009 号（Law No 556/2009 Regulations under 






知的財産法第 7 章第 6 節地理的表示の保護要件 










決定４８６ 付属書ＶＩ地理的表示（Decision 486, Annex 
VI Geographical Indications） 
 
ブラジル 工業所有権法第ＩＶ章地理的表示（Industry Property 








中国商標法 2001 年改正（Chinese Trade Mark Law of 
1982） 
地理的表示製品保護令 2005 年 
農産物地理的表示管理令（Measures for Administration 
of Geographical Indications For Agricultural Products, 
Decree of Ministry of Agriculture of 2008） 
韓国 
 
農産物品質管理法（ Agricultural Products Quality 
Control Act of 2009） 
水産物品質管理法（2001 年 9 月１日施行） 
韓国商標法 1949 年公布、2009 年９月 1 日改正） 
スイス 
 
連邦商標及び原産地表示保護法（Federal Law on the 





（Ordinance on the Protection of Appellation of Origin    
and Geographical Indications in Respect of Agricultural 
Products of 28 May 1997） 
 



















商標法（Trade Marks Act of 2002, Amended in 2005 
 （地理的表示はワインのみ）      
 
     出典：ＷＩＰＯ,EU委員会、oriGIn、（社）日本知的財産保護協会調
査資料２００１２年   
   （注）日本の地域団体商標（2006 年施行、農産物・食品 234登録、
その他の産品等 223 登録 2010 年 6 月現在）は、地理的表示
でないとされている（政府説明） 
従って、日本には農産物・食品について地理的表示制度は存在
していない。    
                 
各国のワインについての地理的表示に関する法制度 








ブドウ生産及びワイン輸入令（Ordinance on Viticulture 




連邦アルコール管理法(Federal Alcohol Administration 
Act) 








（Australian Wine and Brandy Corporation Act 
1980） 
オーストラリアワイン及びブランデー公社規則
（ Australian Wine and Brandy Corporation 
Regulations 1981） 
オーストラリア・ニュージーランド食品基準
（Australia New Zealand Food Standards Code 
1991） 
 カナダ 商標法（Trade Marks Act of 1985）  
 ニ ュ ー ジ
ー 
ランド 
商標法（Trade Marks Act of 2002, Amended in 2005 
   
 ア ル ゼ ン
チン    
                                      
法律第 25.163(Law No 25.163 of 1999) 
韓国 
 
酒税法（Liquor Tax Act of 2008） 
 南 ア フ リ
カ 

























































   地理的表示名      商標の形態   商標権保有者 
 
アラスカケチカンからの新鮮な     商標      南東地域水産養殖協会 
スノーパス夏コホ鮭、 
アラスカ品質水産物証明        証明商標    アラスカ工業協会 
アリゾナ栽培（Arizona grown）     証明商標    アリゾナ州農業省 
カルフォルニアアーモンド地域     商標      カルフォルニアアーモンドボード 
（California almond area in）          
カルフォルニアアボカド        サービス商標  カルフォルニアアボカド委員会 
インディアンの泉(Indian wells)    商標      インディアンの泉市 
  （ボトルウオータ） 
カルフォルニアデーツ         サービス商標  カルフォルニアデーツ委員会 
カルフォルニア夏果実         サービス商標  カルフォルニア３果実協定機関 
  プラム、桃、ネクタリン  
カルフォルニアからのプルーン     商標      カルフォルニアプラムボード 
ナパバレー樽熟成リザーブ       証明商標    ナパバレーリザーブ証明ボード 
（Napa valley barrel-aged reserve） 
フロリダからの生鮮          証明商標    フロリダ州農務省 
 （農産物・食品） 
ジョージアいつもおいしい産品 
（Georgia always in good taste）      証明商標    ジョージア州農業省 
１００％オアフコーヒー        証明商標    ハワイ州農務省  
アイダホ産アイダホポテト       証明商標    アイダホじゃがいも委員会 
アイダホ選好             証明商標     
（Idaho preferred）食品、農産物 
ケンタッキーバーボントレイル     サービス商標  ケンタッキー蒸留協会 
ルイジアナ原産証明スイートポテトヤム 証明商標    ルイジアナ農務省 
ＵＳＡメイン州の証明品質       証明商標    メーンロブスター加工会社 
 ロブスター 
品質維持のメリーランド殺菌カニ肉   商標      メリーランド州農務省 
見かけのように良いメリーランド海産物 商標      メリーランド州農務省 
（Maryland seafood it’s as good as it looks） 
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ミシガンの新鮮な味を         商標            ミシガンりんご委員会  
（Taste the freshness of Michigan）  
ネット湖の野生の米          商標      インディアン部族 
（Nett lake wild rice） 
野生の米、穀物のキャビア       サービス商標  ミネソタ野生米栽培委員会     
ノルソイ（Norsoy）（ 大豆製品）            サービス商標  ミネソタ州農務省 
モントーラ（Montola）サフラワー油   商標      研究開発研究所株式会社 
ネブラスカゴールド（牛肉）      商標       ビーフアメリカ株式会社 
ニュ―メキシコ伝統栽培、伝統の味   商標       ニューメキシコ農務省  
りんごの国、ニューヨーク州      商標       ニューヨークりんご協会 
ニューヨークのプライド        証明商標     ニューヨーク州農務省 
オハイオの誇り（主として畜産物）   証明商標     オハイオ農務省 
オレゴンブルーワーズギルド品質と統合 証明商標     オレゴンブルーワーズギルド（株） 
（Oregon brewers guild quality and integrity） 
オレゴンオーチャード（へーゼルナッツ） 商標      オレゴンへーゼルナッと生産者 
オレゴンティルス証明有機 
（Oregon Tilth certified organic Otoco） 証明商標    オレゴンティルス（株） 
 （農産物、食品）  
テネシー証明（種子）          証明商標    テネシー作物改良協会 
ゴーテキサン （農産物及びその加工品） 証明商標    テキサス州農務省  
（Go-Texan） 
バーモント有機証明バーモント有機農家  証明商標    バーモント有機農家ＬＬＣ 
バージニア農業バージニアファイネスト  サービス商標  バージニア州農務省 
ウイスコンシン真正チーズ        証明商標    ウイスコンシンミルク販売ボード 
ウイスコンシン朝鮮人参ボード、ウィスコンシン朝鮮人参   

















































                             























録件数は商標によるもの 1381 件（1994 年から）、地理的表示製品保護規定
によるもの 1192 件（2005 年から）、農産品地理的表示管理規則によるもの




































































商標    指定商品       商標権者 
 龍井茶    茶      浙江省農業庁経済作物管理局 
 普Ｏ茶（プ―アール茶）   雲南省普 茶協会 
 六安茶    茶      六安市裕安区茶葉産業協会（安徽省） 
 徑山茶    茶      杭州市余杭区徑山茶業管理協会 
 Ｏ山黄芽   茶      Ｏ山県茶葉産業協会（安徽省） 
日照緑茶   茶      日照市東港区茶葉技術協会（山東省） 
信陽毛尖   茶      信陽市茶葉学会（河南省） 
 老Ｏ醋    醋      山西省醋産業協会 
 鎮江香醋   醋      鎮江市醋業協会 
 長谷山人参  人参     吉林省参業協会 
 章丘大葱   フトネギ   章丘市大葱産業協会  
小站稲    コメ     天津市津南区農業技術区農業技術サービス中心 
五常コメ   コメ     五常市大米協会 
原腸大米   コメ     原腸大米協会（河南省） 
慶安コメ   コメ     慶安県米業協会（黒竜江省） 
盤錦大米   コメ     盤錦市大米協会（遼寧省） 
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 泰和烏鶏   烏骨鶏    江西泰和鶏協会 
 固始鶏    生き鶏    固始県固始鶏研究所（河南省） 
 清遠鶏    生き鶏    清遠市清遠鶏研究開発中心（広東省） 
 紹興黄酒   黄酒     紹興市黄酒行業協会（浙江省） 
 孝感米酒   米酒     孝感市麻糖米酒行業協会（湖北省）    
 金華ハム   ハム     金華ハム証明商標保護員会弁公室（浙江省） 









































































































































































































































































































この考え方に沿った運用が可能という理解であろうと思われる( ２ )。 
 
                                         
 （２） 
 食品一般名称コンソーシアム（Association for Common Food Names） 
























                                               単位：トン 
チーズの名称     ＥＵの生産量     ＥＵを除く世界の生産量 
モッツアレラ       790,000                1,994,000 
チェダー        550,000                1,925,000 
パルメザン        91,000                  116,000 
プロヴォローネ          9,000                  158,000 
フェタ                  185,000                  182,400 
144 
 



















































名称とされているが 20 社、モッツアレラは 12 社、ゴーダは 11 社、チェダー
は 5社が使用しているのが確認できる。 
 
 北海道   東北  関東    北陸・東海・近畿 中国・九州  合計   
         (46社) (10社) (18社)    (8社)        (9社)    （91社）  
カマンベール     9社     1      5         2                3        20 
 モッツアレラ      6         1      2         2                1        12 
  ゴーダ            2         0      5         1                3        11 
 チェダー          2         1      2         0                0         5 
 マスカルポーネ    1         0      1         0        0         2 
 ブリー            1         1      0         0                0         2 
 カッチョカヴァロ  3         0      0         0                0         3 
  リコッタ          0         0      0         0                1     1  
 プロボローネ     0         0      0         0                1         1 
 
  出典：「ナチュラルチーズ図鑑」、（社）中央酪農会議、（社）日本酪農乳業協会 



























































































































                                 
（３）クローバックリスト 
ワイン 
Beaujolais, Bordeaux、Bourgogne, Chablis, Champagne, Chianti, Cognac, 
Grappa di Barolo, del Piemonte, di Lombardia, del Trentino, del Friuli, del Veneto, dell'Alto Adige, 
Graves, Liebfrau(en)milch, Malaga, Marsala, Madeira, Médoc, Moselle, Ouzo, Porto, Rhin, 
Rioja, Saint-Emilion, Sauternes, Jerez, Xerez 
チーズ等 
Asiago, Azafrán de la Mancha, Comté, Feta, Fontina, Gorgonzola, Grana Padano, 
Jijona y Turrón de Alicante, Manchego, Mortadella Bologna, 
 Mozzarella di Bufala Campana, Parmigiano Reggiano, Pecorino Romano, 





















    キアンティ、フロンティニャン、ホック、マディラ、マラガ 
 （３）別に定める時期までに廃止するワインの名称 


















































⑤    商標は、その権利を自由に譲渡できるが、地理的表示は、基本的には
譲渡できない性格のものとされている。特に産地外の生産者等に譲渡するこ
とはできない（A. De Vlétian, Appellations d’Origine 1989）。 
 
























































































                       
なお、地理的表示と既存の商標との併存に関しては、ＥＵとアメリカ及び
オーストラリアとの間でのＷＴＯ係争についての 2005 年の WTO パネル
(groupe spéciale)報告がある。パネルは、既存の商標とそれと競合する地
理的表示の併存は一定の限度はあるものの可能とした（TRIPS 協定第 17 条
の商標の権利の例外の適用、パネル報告 7.688）。したがって、商標は、地
理的表示による名称の保護を排除できない、つまり商標の独占的使用権は一
部侵害されると解釈したとされる（ Delphine Marie-Vivient et Erik 
154 
 




せず、商標と地理的表示の間では先願主義（先使用、first in time, first 
































                           
(５)・Cour fédérale d'Autralie(2002) FCA 390, 5 avril 2002, disponible a l'adress  
Internet http://www.austlii.edu.au/cgi-bin/disp.pl/au/cases/cth/federal_cf/2002/390.html 
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22 条第 1 項)。 
 また，世界知的所有権機関は，地理的表示を「特定の地理的原産地を持ち，その原産地
に基本的に起因する品質，評判又は特性を持つ商品に使用される表示」と定義し，原産地









して取り扱われている(TRIPS 協定第 2 部第 3 節)。TRIPS 協定における地理的表示の定義
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(1) Agreement on Trade-Related Aspects of Intellectual Property Rights：知的所有権の貿易関連の側面に関する協定 


















   我が国における地理的表示の保護制度の導入については，近年，農林水産物・食品のブ




のための基本方針･行動計画」(平成 23 年 10 月 25 日食と農林漁業の再生推進本部決定)で
は，「我が国の高品質な農林水産物に対する信用を高め，適切な評価が得られるよう，地
理的表示の保護制度を導入する」ことが定められた。これを受けて，平成 24 年 3 月には，
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(2) このほか、パリ条約第 10 条の 2 に規定する不正競争行為を構成する使用が規定されている。  











  EU においては，1992 年に，農林水産物及び食品の原産地呼称及び地理的表示の保護に
関する EU 全体に適用される仕組みが導入された。現在の根拠となる規則は，2006 年に定
められた「農産物及び食品に係る地理的表示保護及び原産地呼称の保護に関する 2006 年 3
月 20 日の理事会規則」（R（EC）510/2006。以下「規則」という。)であるが，これは，













し保護されることとなっている(規則第 13 条第 1 項)。保護は，消費者に原産地の誤認を与
えること要件としておらず，非常に手厚い内容となっている。 
 品質管理については，明細書への適合について第 3 者機関等が検査を行うことにより，
基準が守られていることを保証している。ここで，明細書に適合する産品については，誰
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(4) 我が国の地理的表示の保護制度の導入に向けた提言をとりまとめるための有識者等による研究会であり，農林水
産省食料産業局長の私的研究会として位置づけられている。 
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でも登録された名称を使用することが可能である。また，偽物など規制の違反に対しては，
公的管理当局（行政）が取締りを行い，規制の遵守を担保している。 
（２）PDOと PGI（スライド 8） 
 保護される名称には，保護原産地呼称（PDO; Protected Designation of Origin）及び保護地












又は食品を表現するために使用するものとされている(規則第 2 条第 1 項(b))。この地理的








                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(5) 原材料の産地がその加工地域より広い，又は加工地域とは異なる場合であっても，生産地域の限定，特別な生産
条件とその条件遵守のための検査制度の存在があり，かつ，2004 年 5 月 1 日以前に原産国で原産地呼称と認められて
いるものであれば，原産地呼称と取り扱うこととされている(規則第 2 条第 3 項)。この原料は，生きた動物，肉，ミ
ルクに限定されている。例えば PDO として登録されているイタリアのパルマハムの場合，ハムの生産地はパルマ丘陵
地域であるが，原料の豚の生産地はイタリア北中部の 10 州となっている。 







  PDO/PGI の登録数は，2012 年 3 月末現在で 1,057 件となっており，うち PDO が 545 件，
PGI が 512 件である（European Commission(online a)）。品目別では，果物・野菜・穀物(291
件)，チーズ(199 件)，肉(125 件)，肉製品(124 件)といったものが多い。なお，PDO につ
いてはチーズ(172 件)が特に多くなっている。 
 国別では，イタリア（241 件），フランス（191 件），スペイン（153 件），ポルトガル
（116 件）といった南ヨーロッパの国々が多くを占めている。 
 2008 年の EU における PDO/PGI 産品の生産額は約 145 億ユーロとなっている。その内訳
は，チーズ（56 億ユーロ），肉類（37 億ユーロ），ビール（24 億ユーロ），野菜・果物
（9 億ユーロ）等と続いている。 




みが，自ら生産又は取得する農産物等について行うことができる（規則第 5 条第 1 項及び
第 2 項）。 
  この登録出願については，その産品の原産地である地理的地域が所在する EU 加盟国に
対して行う（規則第 5 条第 4 項）。EU 加盟国以外の第 3 国の場合は，直接又は当該第 3
国を経由して欧州委員会に行う(同条第 9 項)。出願書類としては，①出願集団の名称･住所，
②明細書，③明細書の主要事項及び産物と地域のつながりの説明等を示す文書が必要であ










  登録の出願があった場合は，出願を受けた地理的地域が所在する EU 加盟国が，まず要
件適合の審査を行い（規則第 5 条第 4 項），審査の一環として，国内の異議申立手続きを
行う（同条第 5 項）。EU 加盟国が要件を満たしていると判断すれば，受理を決定し，明
細書を公告し，欧州委員会に書類を提出する。この場合，EU 加盟国は暫定的な保護（国
内的な保護）が可能である。なお，登録出願が第 3 国に所在する地理的地域に関するもの
である場合(6)，出願は直接又はその第 3 国を経由して欧州委員会に行う（同条第 9 項）。 
  欧州委員会に出願が行われると，12 月以内に審査が行われ（規則第 6 条第 1 項），要件
が満たされていると判断される場合は，明細書の一部等が公報に公告される（同条第 2 項）。
この公告の日から 6 月以内に，EU 加盟国若しくは第 3 国又は利害関係を有する自然人若
しくは法人は，異議申立をすることができる（規則第 7 条第 1 項及び第 2 項）。この異議
申立手続を経た後，登録が行われ，公報に公告され，保護が開始する。 












地理的名称でないものも登録が可能であり(規則第 2 条第 2 項)，実際にギリシャのフェタ
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(6) 第 3 国からの出願の場合，その原産国で名称が保護されていることが必要である。 












権限を与えられた第 3 者機関が担い，後者は管理当局が担当することとなっている。 
 まず，明細書で定められた要件への適合の確認については，登録名称に係る産物を市場
に出す際に，管理当局又は産物認証団体として機能する管理団体により，事前の明細書遵

























  さらに，フランスにおける品質管理の状況について示したものがスライド 17 である。フ









  スライド 20 及び 21 は，EU における効果を示したものである。London Economics(2008)
では，EU 域内 10 カ国・18 品目の PDO/PGI 産品のうち，PDO/PGI として登録されていな
い同等の品質を備えた産品との比較で，より高い価格で取引されているものが 14 品目，価
格に変化のないものが 4 品目であった。一方，PDO/PGI に要求される生産方法を満たすた
めに必要なコストや検査・認証に係るコスト等により生産コストが上昇する品目も多いが，
18 品目中 12 品目で差引の利益が改善されている。このように，多くのケースで，価格，
収益の上昇が見られる。 
 さらに，欧州委員会の資料では，チェダーチーズとエダムチーズで PDO で 100％の，PGI
で 55%の価格上昇効果があることが示されている。 
 また，価格の上昇だけでなく，農家手取り割合の上昇も見られる。ブレス鶏(Volaille de 
Bresse），トスカーノ(Toscano）及びノン渓谷のりんご(Mela Val di Non）の 3 品目を対
象に，小売価格に占める農家，加工業者，流通業者の配分を計算し，同等の品質を備えた
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食品と比較した調査では，いずれの品目でも小売価格の上昇が見られるとともに，農家手
取りの割合が 6～12％向上している（London Economics(2008)）。 





年までの間に，非 GI 産品のりんごの価格が 13.5％～24.0％低下する一方，同等品質の GI
産品の価格は 11.7％～17.8％の低下にとどまっており，農産物価格が低下する局面におい
て，GI 産品は非 GI 産品に比べ価格低下の程度が尐ないことが示されている。これは，消




通じた一体的な価値の創造，提供，③GI 産品を原料とした加工品(非 GI 産品)についての
波及効果，等が期待され，地理的表示は，農産物等の生産を基に，その加工･販売を一体的
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（３）輸出市場での有利性の確保 
 GI 産品は，一定の生産・品質基準を満たした一種のブランド品であり，輸出市場におい
ても有利性を発揮する。欧州委員会の調査では，EU の PDO/PGI 産品の輸出は，数量ベー
スで 9％，価格ベースで 17％の増加をしている。 
























 スライド 26～34 は，具体的な登録産品のいくつかについて，明細書の要点を記した single 
document において記載されているつながりの内容を整理したものである。なお，データは
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PDO/PGI に関するデータベースである DOOR によっており，対象は，比較的登録数の多い
肉，肉製品，チーズ，果物・野菜・穀物の 4 つの産品分類としている。 
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ているものが PGI となっているように思われる。Fay(2009)によれば，PDO の登録申請の
場合，一般的に産品の特異性と地域の特徴についてより高いレベルの科学的データや証拠
が求められるとされていることから，産品や地域の特異性が大きく，これらのデータ等の



























２）スライド 37 は，地理的表示が先に出願等されている場合について整理したものである。 
  EU 規則では，第 13 条第 1 項で定める地理的表示の保護に抵触する商標で，同一の種類
の産品に関するものの登録出願が，欧州委員会に対する地理的表示の登録名称の出願後に
なされた場合は，その出願は却下し，これに反して登録された商標は無効とすることとさ







  TRIPS 協定では，地理的表示の積極的な保護が図られているぶどう酒等を対象とした地
理的表示に関しては，保護される地理的表示を含み，又はその地理的表示から構成される
商標の登録であって，原産地を異にするぶどう酒等についてものを拒絶し又は無効とする
こととされている（第 23 条第 2 項）。ただし，当該地理的表示が原産国において保護され
る日(9)前に，商標が善意で，出願され，登録され，又は取得された場合には，商標の登録




 このように，EU の保護制度及び TRIPS 協定（ぶどう酒の地理的表示の場合）では，地
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(8) 地理的表示が登録された後に，商標が登録されるケースとして想定されるのは，地理的表示対象産品を生産して
いる個別企業が，その企業のロゴとともに地理的表示を使用した商標を登録する場合などである。 
(9) 又は加盟国において TRIPS 協定の地理的表示の規定を適用する日 
(10) これに対し，ぶどう酒等以外の一般の産品については，地理的表示の原産地と異なる産品に使用するもので、
真正の原産地について公衆を誤認させるような場合に，商標が拒絶され又は無効とされることとされている（第 22 条
第 3 項） 








３）スライド 38 は商標が先に出願等されている場合について整理したものである。 
 EU 規則においては，地理的表示と抵触する商標が既に存在したとしても，登録される
名称が産品の真の独自性について誤認を招くものでない場合は，その名称の PDO/PGI とし
ての登録は可能である（規則第 3 条第 4 項）。このため，既存商標と PDO/PGI の併存があ
り得ることになる。この場合，PDO/PGI の原産国における保護の日より前又は 1996 年 1
月 1 日より前に，これと抵触する商標が出願，登録等されていたときは，その商標の使用




TRIPS 協定との整合性が問われたが，2005 年の WTO パネルの報告では，EU の地理的表





商標を利用する権利は害されないこととされている（第 24 条第 5 項）。ただし，この規定
からは，商標が先に出願等されていた場合，地理的表示の登録が可能であるかどうか，ま
た地理的表示が登録された場合の効力関係がどうなるかについては，必ずしも明確ではな
い。これに関し，前記パネル報告は，TRIPS 協定第 24 条第 5 項は，既存商標について，地
理的表示に関し排他的権利を及ぼすことを確保することまでは求めたものではないとし，
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(11) 又は加盟国に対し地理的表示の節の規定を適用する日の前 




























                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(12)  例えば、「kobe beef」という商標が，他国で本来の神戸牛以外の牛肉について商標登録されてしまった場合，
真正な神戸牛であっても「kobe beef」と名乗ることが禁じられることとなる。 
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  独自の保護制度は，地理的表示を商標とは異なる知的財産として特別の制度で保護しよ

























































                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      
(13) この「地域の名称」とは，商品の産地又は役務の提供の場所その他これに準ずる程度に当該商品等と密接な関
連性を有すると認められる地域の名称又はその略称とされている。 




























  スライド 44 は，EU の地理的表示保護制度，我が国の地域団体商標制度及び米国の証明
商標制度を比較したものである。 
 制度間の差異として大きな点としてあげられるのが，第 1 に，対象及び保護要件として，
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Ⓩ㘓 ⏦ㄳ⪅඲ဨ ึᅇⓏ㘓ཬ䜃Ⓩ㘓ኚ᭦᫬ タഛ䛾ሙᡤ䚸せồ஦㡯䜈䛾㐺ྜ
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Ⓩ㘓 ⏦ㄳ⪅඲ဨ ึᅇⓏ㘓ཬ䜃Ⓩ㘓ኚ᭦᫬ ᴗ⪅䛾㐺ྜᛶ䛸ᩥ᭩⟶⌮䛾᏶඲ᛶ䚸せồ஦㡯䜈䛾㐺ྜ

















































































• ⏘ရ䜢᰾䛸䛧䛯ᆅᇦ඲య䛾䝥䝻䝰䞊䝅䝵䞁㻌 䠄౛䠅௖䛾䛂࿡䛾ᬒ຾ᆅ䛃 
 
 ㍺ฟᕷሙ䛷䛾᭷฼ᛶ☜ಖ㻌
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㻌 㻌 㻌 㻌 䐟Ⓩ㘓䛾௙⤌䜏䚸䐠᫂⣽᭩䛾⟇ᐃ䞉ᑂᰝ䚸䐡⟶⌮つ๎䚸䐢᫂⣽᭩㻌























































































































































































































































































































































































































































































































ྡ⛠ ᅜྡ ⏘ရศ㢮 䝸䞁䜽䛾ᴫせ
䝸䞁䜽䛾せ⣲
















































































ྡ⛠ ᅜྡ ⏘ရศ㢮 䝸䞁䜽䛾ᴫせ
䝸䞁䜽䛾せ⣲












































































































































































































 ၟᶆ䛾౑⏝つ๎䛜䛒䛳䛶䡠䛭䛾㑂Ᏺ䜢┘ど䛩䜛యไ䛜䛒䜛 䠎䠒䠂㻌 㻌 ▱ⓗ㈈⏘◊✲ᡤㄪ䜉䠄㻞㻜㻝㻝䠅㻌
㻌 㻌 䊻㻌 ᚲ䛪䛧䜒༑ศ䛺ရ㉁⟶⌮ᥐ⨨䛿䛸䜙䜜䛶䛔䛺䛔㻌


























































































㻌 㻌 䐟ᑠつᶍ䛷ከᩘ䛾⏕⏘⪅䚸 
㻌 㻌 䐠ရ㉁㠃䛾䜀䜙䛴䛝䛜኱䛝䛟䚸䜎䛯እほ䛛䜙ရ㉁䛜䜟䛛䜚䛻䛟䛔䚸 






































































































  制度 食品等 
 
 
    
 
          
 
 





○ ○ 食品 公益法人 
  
 

























































































































































































○ ○ 水産物 漁協 
  
 
神奈川県 かながわの名産 100 選 
 





○ ○ 農産物 市 
  
 







































































































































○ ○ 物産一般 県 
  
 






































○ 同左 物産一般 県 
  
 
























































































































































































































加工食品 県 ○ 
 
 



















































○ 同左 特定畜産物 県関連団体 
  
 
大分県 Ｔｈｅ おおいた 
 























































○ ○ 物産一般 県 
  
 






















































































































































  欧州系醸造専用品種18度以上 


















































ブドウの糖度  補糖分のアルコール換 
値の上限(ml/100ml) 
１９・０度     ３．１５ 
１８．０度     ３．８０ 
１７．０度     ４．４６ 









































































































  長野県及び甲州市の条例を参考に高橋が作成 
 




































































      地域団体商標登録産品数（２０１１年６月現在） 
農水産一次産品 加工食品 菓子 麺類 酒類 工業製品 温泉 その他 































































































































合計 2,460 KHL  100.0  



































                                                              単位：トン 
 2001 02 03 04 05  06 07    
北海道 2,390 2,326 2,200 2,252 2,403 2,282 2,373   
山梨県 4,040 4,190 3,897 3,481 2,788 3,826 3,154 
長野県 3,922 2,512 3,555 2,690 4,204 4,350 4,481 
全国合計 20,184 16,509 16,779 15,360 15,002 15,838 14,865 























































年平均気温（平均値） 12.5℃ 飯田 6.3℃ 菅平 6.2℃
最 大 最 小
年間降水量（平均値） 2,620.8 ㎜ 浪合 864.8 ㎜ 上田 1,756.0 ㎜
年間日照時間（平均値） 2,101.4h 諏訪 1,396.9h 浪合 704.5h
月平均気温較差（長野） 24.9℃ ８月 －0.7℃ １月 25.6℃
月平均気温較差 （松本） 24.3℃ ８月 －0.6℃ １月 24.9℃
月平均気温較差 （飯田） 24.6℃ ８月 0.9℃ １月 23.7℃
資料：気象庁平年値（長野・松本・諏訪・飯田は1971～2000年、





























資料 「生産農業所得統計等」 カ コ内の数字は全国順位
0
H2 H3 H4 H5 H6 H7 H8 H9 H10 H11 H12 H13 H14 H15 H16 H17 H18 H19 H20 H21 H22
： 、 ッ
年 産 Ｈ２ Ｈ３ Ｈ４ Ｈ５ Ｈ６ Ｈ７ Ｈ８ Ｈ９ Ｈ10 Ｈ11 Ｈ12 Ｈ13 Ｈ14 Ｈ15 Ｈ16 Ｈ17 Ｈ18 Ｈ19 Ｈ20 Ｈ21 Ｈ20
農 産物 全体 7 5 7 8 8 8 8 8 8 8 9 9 9 9 10 11 10 10 11 11 10























農業者 所得確保を 指 た新たな グ戦略 推進
・と農
業
















































































































ワイン 日本酒 焼酎米 その他 ワイン 日本酒 焼酎米 その他


































H24 2 6 ＡＰ浜松町（東京都港区）
①官能審査会（米）






















H15 H16 H17 H18 H19 H20 H21 H22 H23 H24
注：県農産物マーケティング室調べ
申請から認定 公表の流れ・

































































































































焼 酎 180 
お 米 256 





























































ﾜｲﾝ 日本酒 焼酎 米 ｼｰﾄﾞﾙ 計
認定数 657 2 196 180 256 37 3 326
＜官能審査の合格率（合格数/官能審査数）＞
, ,
ﾜｲﾝ 日本酒 焼酎 米
H15 46 0% 54 5% 80 0% 56 3%. . . .





年度 金賞 銀賞 銅賞 計
平成15年度 #DIV/0! 13% 22% 19%
区分
赤
平成23年度 100% 47% 26% 41%
平成15年度 50% 0% 15% 14%
平成23年度 25% 24% 26% 25%
白
欧州種
東御市 飯山市 木島 村 計
＜認定米の輸出量＞
平







































ご ぶどう もも なしなど 落葉果樹の適地です
・糖分蓄積 ・着色良好








吟醸酒 純米吟醸酒 純米酒 本醸造酒 普通酒 計
H20 680 1,042 1,349 2,137 7,309 12,517
H21 656 1,021 1,331 1,958 6,972 11,938
H22 606 1,004 1,566 1,795 6,639 11,610
22/20 89.1% 96.4% 116.1% 84.0% 90.8% 92.8%








認知率 9 1% 19 4% 20 6%
＜ 調 果（ ）＞
. . .
＜県政世論調査結果（認定品認知率）＞
ワイン 日本酒 焼酎 米 シードル










象者 本 焼 合計
～平成22年度実施結果から～
対  米 ワイン 日 酒 酎  
委 員
郵送数 9 13 13  7  42  












































認定品出荷量 認定品売上高① 清酒部門の売上高② 全体の売上高③
（千円） 
認定品割合 
（ｷﾛﾘｯﾄﾙ） （千円） （千円） ①÷② ①÷③
H20 年平均 7.49 8,794 109,635 144,590 8.0% 6.1% 
H21 年平均 7.74 9,095 126,801 141,634 7.2% 6.4% 
    
【ワイン】 
認定品出荷量 認定品売上高① ワイン部門の売上高② 全体の売上高③ 認定品割合
区 分 
    
（ｷﾛﾘｯﾄﾙ） （千円） （千円） （千円） ①÷② ①÷③ 
H20 年平均 9.93 21,465 288,074 680,828 7.5% 3.2% 
H21 年平均 10.08 21,812 279,529 628,895 7.8% 3.5% 
    
【米】 
区 分 
認定品出荷量 認定品売上高① 米 部 門 の 売 上 高 ② 全体の売上高③ 認定品割合 
（ﾄﾝ） （千円） （千円） （千円） ①÷② ①÷③   
H20 年平均 9.11 2,112 19,154 23,473 11.0% 9.0% 
H21 年平均 10.88 2,139 20,565 22,412 10.4% 9.5% 
 
事業効果に関するアンケ ト調査結果ー











































知っている 食べたことがある 5回以上食べた 知らない
※　長野県原産地呼称管理制度認定品
注 平成23年度「信州農産物 ケテ ング調査結果報告書： マー ィ
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認知度調査（対面調査）
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%























長野県原産地呼称管理制度認定品「シ ドル」 . . ..ー
知っている 食べたことがある 5回以上食べたことがある 知らない、わからない
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Abstract 
Jasmine rice is among the most valuable rice varieties traded in the world market. Price 
premium of Jasmine is a result of its desirable quality recognized by major rice-consuming 
countries, and its limited supply, predominantly in Northeast Thailand.  The benefits of 
cultivating Jasmine rice to replace imports or to expand exports create incentives to develop of 
Jasmine rice substitutes. The U.S., a major Jasmine rice importer, recently releases Jasmine-type 
varieties: Jazzman and JES. Their cooking quality is claimed to resemble traditional Jasmine rice 
of Thailand.  It is the consumers’ preference to decide whether the new Jasmine-type rice could 
replace traditional Jasmine rice. This paper discusses current situation of Jasmine rice market, its 
arising competition from recent Jasmine-type rice development, and the issue of variety 
protection such as geographical indication. 
Keywords: Jasmine rice; Khao Hom Mali, geographical indication, Trade Related 
Aspects of Intellectual Property Rights, certification mark  
                                                          
1
 Paper prepared for a presentation at Japan US Studies at Waseda University. November 27 - December 1, 2012. 
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Breeding for the best: Jasmine rice market competition and protection 
Introduction 
Among rice traded in the world market, aromatic rice (Basmati and Jasmine rice) has 
been given the highest value.  Jasmine rice is long grain aromatic rice grown primarily in Thailand.  
Khao Hom Mali, its Thai name, is literally translated to Jasmine aromatic rice.  Jasmine rice was 
developed by breeding and selection of indigenous aromatic rice varieties in Thailand, and was 
released to farmers in 1959.  Special attributes of Jasmine rice are soft texture, nutty flavor, and 
naturally rich aroma. Low amylose content (AC) and low gelatinization temperature (GT) makes 
cooked Jasmine rice soft and sticky.  The aroma in Jasmine rice makes it highly desirable in 
several Asian countries, particularly China, Hong Kong, and Singapore while the largest 
importer of Jasmine rice from Thailand is the U.S.   
Given that Jasmine rice has high price premium the world market, there are incentives to 
develop Jasmine-type rice to substitute imports from Thailand as well as increasing export 
potentials.  Increasing competition in Jasmine rice market is greatly due to successful breeding of 
new Jasmine-type cultivars that not only enhance the yield and quality, but also expand potential 
production areas and cropping season i.e. non-photosensitivity. The U.S. has been highly 
involved in aromatic rice research, by both public and private sectors.  There have been several 
attempts to breed Jasmine-type rice varieties suitable to temperate climate in Southern U.S., but 
earlier developments were not much accepted by U.S. consumers.  Since 2009, the U.S. released 
three Jasmine-type rice varieties: Jazzman, Jazzman-2, and JES.  Their attributes are much closer 
to Thai Jasmine rice than previous domestic Jasmine-type varieties.  Furthermore, there are 
emerging competitors in Jasmine rice market such as Cambodia, China, Myanmar, and Vietnam.  
Evidently, new Jasmine-type varieties developed by competing countries are creating a threat to 
252
Thailand exports.  The objective of this paper is to provide current situations of Jasmine rice 
demand and supply, highlight the developments and competitions of Jasmine rice in the world 
market, and discuss the prospects of Jasmine rice market protection. 
Consumer preferences for Jasmine rice 
For consumers in several countries, Jasmine rice holds several desirable attributes such as 
long and slender shape, white color, soft texture, starchy taste, and particularly aroma. The 
softness of cooked Jasmine rice is contributed by low AC (12-17%) and low GT.  The AC of 
Jasmine rice rages from 12-17%. Aroma in rice is typically contributed by 2-acetyl-1-pyrroline 
(2AP) which gives a popcorn-like or pandan-like odor, and is perceived as premium quality in 
several rice-consuming countries.  Damardjati and Oka (1992) found that a large proportion of 
urban Indonesian consumers, particularly in Medan and Ujung Pandang, preferred aromatic local 
variety to non-aromatic ones while about one third of low and high income groups of consumers 
in the Philippines give preferences toward aroma in rice (Abansi et al, 1992). For Indians, aroma 
is rated the highest desired trait followed by taste and elongation after cooking. Untong et al 
(2010) found that among Chinese consumers, the high income group is prominently willing to 
pay higher price for rice containing 2AP.  
Regarding preferences for Jasmine rice, Hong Kong consumers are renowned to prefer 
Thai Jasmine rice for its fragrance with intermediate AC.  Thai rice supplied to Hong Kong is 
also superior (i.e. more carefully selected and milled) than what supplied elsewhere (Kaosa-ard 
and Juliano, 1992). Suwannaporn and Linnemann (2008a) found that Jasmine rice is highly 
differentiated between consumers who prefer and do not prefer it.  Aroma is a desirable attribute 
for those who specifically prefer Jasmine rice. The unique texture and aroma gives Jasmine rice 
from Thailand a perception of expensive quality rice among most Chinese and Taiwanese. Their 
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findings also suggested that consumers from rice-eating countries have higher preferences for 
Jasmine rice than non-rice-eating countries.  
Goodwin et al (1996a) found that Asian American, particularly Southeast Asian 
consumers in Texas prefer Jasmine-type rice that demand higher price than typical American 
long grain varieties. Similarly, Goodwin et al (1996b) found that Filipino and Southeast Asian 
consumers in the U.S. are strongly willing to pay more for Thai aromatic rice. The surveyed and 
estimated prices of rice imported from Thailand are higher than American varieties, including 
Jasmine 85—the adapted aromatic variety derived from International Rice Research Institute 
(IRRI).  Similar results are also found by Suwannaporn and Linnemann (2008a) that the U.S. and 
Canadian consumers have high preferences for long grain rice, and Jasmine rice is well 
preferred.  Suwansri et al (2002) revealed that Asian American consumers prefer imported 
Jasmine rice to three domestic Jasmine-type varieties: Jasmine 85, Jasmati, and Specialty Rice. 
Compared to imported varieties, the three domestic varieties were least preferred for aroma and 
flavor which are two important factors increasing consumer’s acceptance for Jasmine rice. 
Jasmine 85 and Specialty Rice also exhibit brownish yellow color which decreases consumer’s 
preference for Jasmine rice.  
At present, aromatic rice is recognized as high valued than normal rice in the world 
market (Table 1). Thai Jasmine rice is nearly double the price of regular Thai white rice, and 
about the same as Basmati rice.  The largest importer of Jasmine rice is the U.S., accounted for 
more than one fourth of all Jasmine rice exports from Thailand (Table 2).  Hong Kong, Gana, 
China, and Singapore, are also major export markets of Thai Jasmine rice during the past five 
years. These five export destinations alone hold more than 50% of total Jasmine rice exports 
from Thailand. The values of Jasmine rice exports to major countries are increasing over years.  
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This implies that Jasmine rice is highly demanded in the world market, and the market is most 
likely expanding in major Jasmine rice consuming countries.  
Supply of Jasmine rice and its standard 
It was recorded that Jasmine rice was collected from indigenous rice varieties in 
Chachoensao province of Thailand for selection at Kok Samrong Rice Experimental Station in 
Lopburi province (Tanasugarn, 1998). Khao Kao Dawk Mali (KDML105) was first known as the 
best variety of Thai Jasmine rice. Since its first release to farmers in 1959, there has been a great 
effort to develop Jasmine rice that is resistant to diseases and stresses without much 
compromising good cooking quality.  Although there are several improved aromatic rice 
varieties in Thailand, there are only two certified Jasmine rice varieties: KDML105 and RD15 
under “Thai Hom Mali Rice Standard” (National Bureau of Agricultural Commodity and Food 
Standards, 2003).  RD15 was a mutant of KDML105 by induced gamma radiation. It has similar 
traits to KDML105, but is about two-week earlier ripening and has higher yield potential. Table 
3 shows production area and yield of Jasmine rice in Thailand. KDML105 and RD15 yield only 
about 2.2-2.3 ton/ha, which is relatively low compared with other normal white rice.  The 
production area of KDML105 is about 30% of total rice production area in Thailand, and is the 
largest among all rice varieties; whereas RD15 area contributes to only about 2-3% of all rice 
production.  Together both varieties supply over six million tons per year and the production of 
Jasmine rice has been slightly increased over recent years.  More than two million tons of 
Jasmine rice is exported annually (Table 4). The shares of Jasmine rice quantity and value to 
total rice exports from Thailand are more than 20 and 30, respectively.  
According to “Thai Hom Mali Rice standard”, the paddy of qualified Thai Jasmine rice 
has to contain no less than 95% of Thai Jasmine rice. Other characteristics of Jasmine rice under 
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this standard include AC between 13-18%, 7.2 mm of non-polished grain, 3.2:1 length-width 
ratio, 36% of head rice (>80% by length) or full grain, and  14% moisture. The alkaline 
spreading value (ASV)--a method of analysis for GT--had been used for analysis of 
contamination of rice varieties other than Thai Jasmine rice. The ASV between one and five is 
considered non-Thai Jasmine rice. Not until 2006 that the DNA-based test is mentioned for 
alternative test for adulterant level of Jasmine rice. In 2007, the Office of Commodity Standard 
of Thailand is made responsible for the test of authentication of Jasmine rice; however, random 
sampling is used for adulteration.  Due to high cost of DNA-based test, in practice processors 
and exporters use simple screening such as iodine stain test (to differentiate Jasmine rice from 
high AC rice) in screening for Jasmine rice. The official certification mark of Jasmine rice shall 
be in compliance with the provisions and conditions of inspection or certification agencies 
recognized by the Ministry of Agriculture and Cooperatives or other regulatory.  Furthermore, 
the National Bureau of Agricultural Commodity and Food Standards of Thailand have set a 
separate standard for other non-Jasmine aromatic rice cultivars.  “Thai aromatic rice standard” 
covers both non-glutinous aromatic rice and glutinous aromatic rice which contain a natural 
fragrance (National Bureau of Agricultural Commodity and Food Standards, 2008) (Table 5).   
Recent developments of Jasmine-type rice and its market competition  
Certified Jasmine rice varieties are non-glutinous photoperiod sensitive, meaning that 
they require short day length during flowering; thus, the production is limited to only one crop 
per annum. They are also susceptible to major rice diseases and pets including brown plant 
hopper, blast, bacterial leaf blight, and non-resistance to salinity (KDML105) or non-resistance 
to drought (RD15).  Provided that traditional Jasmine rice varieties have several production 
constraints, the Rice Department of Thailand has been highly active in improving Jasmine rice 
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varieties to increase the production while maintaining high cooking quality.  Aromatic rice 
varieties listed in Table 5 were developed and registered by the Rice Department of Thailand.  
These cultivars illustrate successful development of aromatic rice in Thailand even though they 
are not justified for being Jasmine rice.  
One good example of a successful breeding for non-photoperiod sensitive aromatic rice is 
Pathum Thani1.  Due to its inferior quality i.e. high AC at about 15-19%, it is not considered as 
Jasmine rice. Pathum Thani1 became popular among farmers in irrigated Central areas of 
Thailand.  Because of its appearance that looks similar to Jasmine rice, the adulteration of 
Jasmine rice with Pathum Thani1 variety created much problems in domestic and export 
markets.  Other registered aromatic rice, particularly non-glutinous varieties are also genetically 
close to Jasmine rice.  RD33, for example, has good cooking quality close to KDML105, and is 
non-photoperiod sensitive, early maturity, and blast resistant.  It was released in 2007, and still 
currently not certified as Jasmine rice. These new Jasmine-related varieties could potentially 
increase the supply of Jasmine rice; however, Thai government cautiously determines whether it 
should be certified as Jasmine rice.  
Advanced molecular technology in Jasmine rice breeding plays an important role in 
generating competitive Jasmine-type rice varieties. One of the influential breakthroughs in rice 
molecular technology is a complete rice genome sequence under International Rice Genome 
Sequencing Project (IRGSP), a collaboration of publically funded laboratories from ten member 
countries.  The map-based sequence of the entire genome of Oryza sativa ssp. Japonica was 
completed in 2004 and became available in public databases (International Rice Genome 
Sequencing Project, 2008). Beijing Genomics Institute (BGI) also previously completed rice 
genome sequencing of Oryza sativa ssp. Indica in 2002.  Such rice genome sequence facilitates 
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shortening the breeding time when screening for desired traits (i.e. via Marker-assisted Selection-
-MAS) become more precise as well as increasing possibility of innovative traits (i.e. via genetic 
engineering).  
The important objective of breeding for Jasmine rice is aroma. A discovery of the 
fragrance causing gene, Betain aldehyde dehydrogenase (BADH2) or fgr locus, in aromatic rice 
(Bradbury et al, 2005) provides key information for Jasmine rice breeding. MAS of such gene 
could identify aromatic cultivars during the screening process (Shi et al, 2008), thus, fasten the 
breeding program for aromatic rice.  Recently in June 2008, the National Science and 
Technology Development Agency of Thailand received the U.S. patent for “transgenic rice 
plants with reduced expression of Os2AP and elevated levels of 2-acetyl-1-pyroline” (United 
States Patent and Trademark Office, 2008).  This patent is a discovery of genes controlling the 
2AP synthesis pathway of Jasmine rice which is key information for Jasmine rice breeding using 
genetic engineering technology. 
Since Jasmine rice is monopolized by Thailand, and since it is highly preferred in the 
international market, its price premium created incentives for other countries to develop Jasmine 
rice substitutes.  The U.S. is becoming more aggressive in Jasmine-type rice research to compete 
with imports from Thailand and to expand its export markets.  Over 10% of rice consumption in 
the U.S. is imported, and Jasmine rice takes a large share of it.  Compared to Basmati-type and 
American long grain aromatic varieties that were released since the 1970s, the development of U.S. 
domestic Jasmine-type rice became active at the latter period (Table 6). Though successfully bred, 
American long grain aromatic rice was not popular among U.S. consumers.  In 1989, Jasmine 85, the 
first adapted aromatic rice derived from IRRI, was released in the U.S.  Due to its off-white grain 
color, creamy grain appearance, weak aroma and flavor, it was not popular among U.S. 
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consumers.  Breeding for Jasmine-type rice suitable for U.S. temperate climate has continued 
after Jasmine 85, mostly by the public university research centers in Southern states such as 
Arkansas, Louisiana, and Florida, and California.  
The collaboration between Everglades Research and Education Center of University of 
Florida and Research and Extension Center of University of Arkansas obtained Jasmine rice 
germplasm from IRRI, and successfully introduced Jasmine Early Short (JES) in 2010.  JES has 
an average yield of about 150 bushels
2
 per acre (7.56 tons/ha) (University of Arkansas, 2009), 
nearly three times higher than Jasmine rice in Thailand, but the quality of JES remains inferior to 
Jasmine rice.  JES is commercialized by Riceland Foods, Inc. and marketed under “American 
Jazmine” brand sold in major supermarkets. The average price in 2010 was 2.95-2.99 USD/ 2 lb 
bag (International Trade Promotion Office, 2010).  
  Louisiana State University Agricultural Center (LSU AgCenter) released the first U.S.-
bred, Jasmine-type rice, Jazzman, in 2009. Jazzman is similar to Jasmine rice of Thailand in 
cooking quality, i.e. low AC (15.6%) and low GT, and has a fairly strong aroma like Jasmine 
rice.  Jazzman yields 6,961 pounds per acre (7.8 tons/ha) and resistant to sheath blight and blast, 
that makes it also suitable for organic production (Linscombe and Sha, 2009). In 2011, LSU 
AgCenter also released Jazzman-2 which has typical Jasmine cooking quality and a very strong 
aroma. Jazzman-2 has average AC of 15.1% that is lower, thus softer, than Jazzman. Jazzman-2 
matures earlier than Jazzman, but is susceptible to rice sheath blight, bacterial panicle blight, and 
moderately resistant to blast (Sha and Linscombe, 2011).  It is worth noting that the ASVs of both 
Jazzman varieties are in the same range as Jasmine rice (6.3 for Jazzman and 6.0 for Jazzman-2). 
                                                          
2
 100 rough rice bushel = 2.041 ton 
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If the ASV is used for analysis of Jasmine rice contamination as the current domestic standard of 
Jasmine rice is, it is not possible to isolate Jazzman from Jasmine rice.   
Unlike JES, the marketing of Jazzman and Jazzman-2 is much more aggressive 
contributed by major processors and distributors.  USA Rice Federation gave a permission for 
Jazzman to use “Grown in the USA” logo. This makes an important marketing strategy for 
American pride consumers. Among several brand names, Jazzmen Louisiana (by Jazzmen Rice 
LLC) is probably the dominant one.  Jazzmen Louisiana marketing campaign using Louis 
Armstrong logo and advertising it as “music for your mouth” is attractive for Southern U.S. 
consumers.  Furthermore, different marketing channels including online store, farmers’ markets, 
and retailing particularly Asian supermarkets provide more access to different niche markets. 
The price of Jazzmen rice is 2.99 USD/28 oz resealable bag (Jazzmenrice, 2012). Both JES and 
Jazzman have similar characteristics to Jasmine rice. At competitive price, they are expected not 
only to substitute imported Jasmine rice, but also to compete in the export markets.  In contrast, 
imported Jasmine rice is about 6.00-7.00 USD/5lbs. 
Based on isozyme categorization of rice into six groups, Jasmine rice belongs to group I--  
the same group as several aromatic rice originated from other Asia countries including Indonesia, 
India, Malaysia, Vietnam, Myanmar, and China (Singh et al, 2000).  This implies that improved 
varieties of these countries have high potentials to match Jasmine rice quality.  A good example 
is when Myanmar Pearl Paw San rice won the World’s Best Tasting Rice over Thailand’s 
Jasmine rice for the first time in 2011 at the World Rice Conference (Macalintal, 2012).  
Myanmar Pearl Paw San rice is aromatic photosensitive variety grown in the Ayeyarwaddy 
region that has fertile soil. The development of Jasmine-type rice apparently is becoming more 
competitive and creating a threat to Jasmine rice in the export market.   
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Prospect of Jasmine rice protection  
Recent high competition in Jasmine rice market is not the first case of a threat created by 
developed countries.  Basmati rice of India and Pakistan that has been threatened by the U.S. 
company--RiceTech, Inc. who received the U.S. patent for “Basmati rice lines and grains” on 
September 2, 1997. RiceTech also applied a trademark registration for Texmati and marketed it 
as American Basmati with the U.K. Trademark Registry in 1997. The persistent opposition by 
Indian government resulted in a withdrawal of trademark application, and currently narrow the 
patent on three specific rice varieties: Texamati, Jasmati, and Kasmati, but still does not prohibit 
RiceTec from marketing its rice as similar to Basmati (Mulik, 2011). The name Jasmati also 
created a perception of Jasmine--like quality even though it has little connection with Jasmine 
rice (Tanasugarn, 1998).  
Due to increasing competition, Thailand has to find ways of protecting its Jasmine rice 
market. Suwannaporn and Linnemann (2008b) found that consumers in non-rice eating countries 
are not concerned about the country of origin. However, it is shown that consumers of not the 
same country of origin prefer rice from Thailand the most (31% of respondents), followed by 
India (11%). Other major exporters such as the U.S., Vietnam, China and Pakistan are not highly 
recognized. This indicates that Jasmine rice from Thailand is still highly recognized among 
consumers in foreign markets, and country of origin can be used to protect Jasmine rice from 
competitors.  
To promote that premium quality Jasmine rice is originated from Thailand, the Thailand 
certifies “Thai Hom Mali Rice” for exports by using a certification mark in 2005 (Figure 1).  
Qualified “Thai Hom Mali Rice” products have to meet the Jasmine rice standard mentioned 
above and contain at least 92% of Jasmine rice (Department of Foreign Trade, 2012).  The 
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certification mark of “Thai Hom Mali Rice” is used like a trademark so that asymmetric 
information between consumers and exporters regarding country of origin is eliminated. In order 
for the use of certification mark to be efficient, consumers must be able to associate the word 
“Thai Hom Mali Rice” with superior quality Jasmine rice, and this could take some time to 
develop the recognition of certification mark in the world market. 
The quality of Jasmine rice is attributed by its geographical origins. “Thung Kula 
Ronghai” plain in Northeast Thailand is known to produce the highest quality Jasmine rice.  
Yoshihashi et al (2004) found that KDML105 cropped in rain-fed area of “Thung Kula Ronghai” 
was higher in 2AP content than other areas. The arid and salinity conditions of Thung Kula 
Ronghai makes aromatic trait of Jasmine rice more prominent. Under WTO Trade-Related 
Aspects of Intellectual Property Rights (TRIPS), Geographical indication (GI) is defined as 
‘indications which identify a good as originating in the territory of a member, or a region or 
locality in that territory, where a given quality, reputation or other characteristics of the good is 
essentially attributable to its geographical origin’ (Article 22(1)) (World Trade Organization, 
1994).  TRIPS sets aside that all parties must provide means to prevent the use of any indication 
which misleads the consumer as to the origin of goods, and any use which would constitute an 
act of unfair competition.  GI would make it possible for Jasmine rice of Thailand for not being 
mistaken as generic products from competing countries. However, TRIPS indicates that ‘there 
will be no obligation under this agreement to protect GIs which are not or cease to be protected 
in their country of origin’ (Article 24) (World Trade Organization, 1994).   
In effect, the Geographical Indications Protection Act of Thailand was passed in 2003. 
Under this Act, Thung Kula Ronghai Khao Hom Mali Rice was the first registered GI rice in 
2006 (Department of Intellectual Property, 2012). Thailand has attempted to register GI Jasmine 
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rice with the European Commission (E.C.) The Thung Kula Ronghai Khao Hom Mali Rice was 
submitted for GI to the E.C. on November 20, 2008. The publication was announced by the E.C. 
on June 29, 2010 (Official Journal of the European Union, 2010).  Within six months after the 
publication, Thung Kula Ronghai Khao Hom Mali Rice could have been registered as GI 
product; however, five countries—Belgium, France, Italy, the Netherlands, and the UK--cited 
that Thailand could not use the phrase “Jasmine rice” or “Khao Hom Mali Rice” following 
TRIPS that names that have already become generic are exempted.  They also questioned 
whether the rice was packed in Thung Kula Ronghai area. Thus, to date, Khao Hom Mali Thung 
Kula Ronghai remain unprotected in the EU market.  
Conclusion and Discussion 
 Increasing competition to substitute Jasmine rice in the world market has created a threat 
to Thailand, the traditional cropping area and origin of Jasmine rice varieties. The success of 
Jasmine-type varieties bred in other countries is much likely owed to the exchange of rice 
germplasm. International Rice Genebank Collection (IRGC), and International Network for 
Genetic Evaluation of Rice (INGER) at IRRI provide services for rice germplasm exchange 
among nations. The economic benefit of rice varieties released from germplasm exchange was 
estimated as USD 325 million (Evenson and Gollin, 1997). Based on data collected until 1991, 
12 Thai varieties were released in Myanmar (Evenson and Gollin, 1997), and among them could 
much likely be aromatic varieties.  The newly release Jasmine-type varieties—Jazzman, 
Jazzman-2, and JES—were also developed inevitably from germplasm of Jasmine rice of 
Thailand.   
The issue of biopiracy of rice varieties and the need for appropriate international 
agreements has been discussed for decades (GRAIN, 1998; Tanasugarn, 1998). While 
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Convention on Biodiversity (CBD) and International Treaty on Plant Genetic Resources for Food 
and Agriculture (ITPGRFA) include provision for benefit sharing between the germplasm 
provider and breeder of commercialized varieties (Brush, 2007; Jackson and Lettington, 2002), 
the negotiation of benefit sharing is rather difficult due to the complexity of pedigree of an 
improved variety (Brush, 2007). In case of Jasmine-type varieties commercialized by the U.S. 
companies, the negotiation of benefit sharing may not be the solution to protect Jasmine rice.  
Soon there will be more improved varieties of Jasmine-type rice in other countries; Thailand’s 
approach is to build recognition of premium quality Jasmine rice originated from Thailand.  GI 
under TRIPS may offer this solution; however, the name of Thung Kula Ronghai Khao Hom 
Mali Rice has to also be recognized, and GI Jasmine rice has to be protected in other countries as 
well.   
 
 
Figure 1. Jasmine rice (Thai Hom Mali Rice) certification mark 
Source: Department of Foreign Trade, 2012. 
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2011 565 577 505 549 1008 1054 
2010 518 510 416 492 881 1045 
2009 587 545 432 555 937 954 
2008 695 782 614 682 1077 914 
2007 335 436 313 325 677 550 
2006 311 394 266 307 516 470 
2005 291 319 255 289 473 404 
2004 244 372 224 238 468 443 
2003 201 284 183 198 357 449 
2002 197 207 187 193 366 306 
Source: FAO Rice Market Monitor, June 2007 & Jan 2012 
  * Data from 2002-2006 are collected from Thai Rice Exporters Association (USD/MT, F.O.B.) 
 
Table 2. Value and Growth Rate of Jasmine Rice Exports from Thailand by Destination, 2007-2011. 
Country 
Value (million USD) Share of 
exports (%) 2007 2008 2009 2010 2011 
The U.S. 200.27 301.38 340.77 406.48 451.73 26.71 
Hong Kong 125.31 149.31 166.32 166.02 165.01 9.76 
Gana 46.43 79.63 67.42 83.01 124.52 7.36 
China 132.8 119.5 108.58 126.47 110.13 6.51 
Singapore 70.97 91.95 100.86 103.41 106.87 6.32 
Côte d'Ivoire 64.54 57.61 141.7 116.25 84.83 5.02 
Canada 40.11 66.21 70.46 83.59 82.36 4.87 
Australia 31.29 58.23 65.33 69.72 66.92 3.96 
France 24.53 37.65 42.17 43.43 41.11 2.43 
Malaysia 58.13 80.12 88.86 53.99 36.34 2.15 
Others 290.93 375.94 418.44 434.2 421.15 24.91 
Total 1,085.32 1,417.51 1,610.91 1,686.56 1,690.97 100.00 






Table 3. Thailand's Jasmine rice production, 2005-2008 
Year 2005 2006 2007 2008 
RD15 KDML105 RD15 KDML105 RD15 KDML105 RD15 KDML105 
 Cropping 
area ('000 ha)  264.32 
  
2,766.64  259.07  2,829.19  247.69  2,853.82  261.18  2,881.42  
 Harvest area 
('000 ha)  251.03 
  
2,575.43  246.27  2,656.76  234.10  2,656.97  250.16  2,694.15  
 Production 
('000 ton)  599.23 
  
5,811.26  577.12  5,916.62  559.89  5,967.17  580.99  6,032.80  
 Yield (ton/ha)  2.39         2.26  2.34        2.23  2.39        2.25  2.32        2.24  
 % total rice 
cropping area  2.86       29.93  2.81       30.73  2.70      31.08  2.84      31.36  
Source: Office of Agricultural Economics, 2011 
 
Table 4. Export Quantity and Value of Thai Rice 
 
Year 
Quantity ('000 tons) % of 
Jasmine 
Value (million Bahts) % of 
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Table 5. Authorized Thai aromatic rice varieties 












Soft Non-Glutinous Aromatic Rice KDML 105 1959 yes 
    RD 15 1978 yes 




Soft Non-Glutinous Aromatic Rice Khao Jow Hom Khlong Luang 1 1997 no 
  
Khao Jow Hom Suphan Buri 1997 no 
  
Khao Jow Hom Pitsanuloke1 1998 yes 
  
Pathum Thani 1 2000 no 
  
RD33 (Hom Ubon80 ) 2007 no 
 
Loose Non-glutinous Aromatic Rice Nhang Mon S-4 1965 yes 
  
Dok Pa-yom 1979 yes 
 
Hard Non-glutinous Aromatic Rice Pathum Thani 60 1987 yes 
  
Chai Nat 2 2004 no 
 
White Glutinous Aromatic Rice RD 6 1977 yes 
  
Khao Pong Krai 1987 yes 
  
R 258 1987 no 
    Sakon Nakorn 2000 no 
Source: 
1, 2 
 Rice Department of Thailand, 2012 
                
3
National Bureau of Agricultural Commodity and Food Standards, 2008 
                  
4
National Bureau of Agricultural Commodity and Food Standards, 2003 
  
 
Table 6. US Long grain aromatic rice varieties and developers 
Developer US Basmati US Jasmine American long grain 
Public USDA, Agricultural 
Research Service Sierra (2002) 
Jasmine 85 
(1989) Lotus (2002) 
 
LSU Agricultural Center 
 




















Foundation, Inc.  




Calmati 202 (2009)     
 
University of Arkansas, 
University of Florida, 
USDA 
  JES (2010)   
 
      




  Kasmati (1994)     
Source: author's own piling from USA Rice Federation, 2010 and USDA 2005, and others. 
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What is Jasmine Rice?
Distinct characteristics include
y Long tapered shape
y Soft: low Amylose Content (AC) ∼12-17%
y Sticky: low Gelatinization Temperature 
(GT)
y Aromatic: typically due to 2-acetyl-1-
pyrroline (2AP)
y Photoperiod sensitive
y Rel  Tall ∼ 140 cm. .
y Low yield potential  (2.27-3.5 ton/ha) 
y Susceptible to major diseases i.e. brown 
plant hopper  blast  etc, , .
Note: rice standards from http://www.knowledgebank.irri.org/rkb/quality-characteristics-of-milled-rice.html2
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Thailand’s Jasmine Rice Standard
y ≥ 95% of KDML105 or RD15
y AC 13-18%
y ≥ 7.2 mm non-polished grain
y ≥ 3.2:1 length-width ratio 
y ≤ 14% moisture content
y ≥ 36% head rice (>80% length) or full grain
y Alkaline spreading  is used as a method for analysis 
contaminant  (ASV  1 5 non Jasmine) : - -
Source: National Bureau of Agricultural Commodity and Food Standards, 2003. Thai 
Hom Mali Rice Standard
3
Rice Production and Yield, 2008
Source: generated from World Rice Statistics, International Rice Research Institute, 2010.
Note: size of circle represents relative domestic utilization of milled rice.
4
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100% .   
2011 565 577 505 549 1008 1054
2010 518 510 416 492 881 1045
2009 587 545 432 555 937 954
2008 695 782 614 682 1077 914
2007 335 436 313 325 677 550
2006 311 394 266 307 516 470
2005 291 319 255 289 473 404
2004 244 372 224 238 468 443
2003 201 284 183 198 357 449
2002 197 207 187 193 366 306
Source: FAO Rice Market Monitor, June 2007 & Jan 2012
* Data from 2002-2006 are collected from Thai Rice Exporters Association (USD/MT, F.O.B.)5
Thailand Jasmine rice exports by destinations
Country





(%)2007 2008 2009 2010 2011 Average
USA 200.27 301.38 340.77 406.48 451.73 340.12 22.7 23.49
Hong Kong 125.31 149.31 166.32 166.02 165.01 154.39 10.3 7.44
China 132 8 119 5 108 58 126 47 110 13 119 5 7 98 -3 9. . . . . . . .
Singapore 70.97 91.95 100.86 103.41 106.87 94.81 6.33 11.28
Côte d'Ivoire 64.54 57.61 141.7 116.25 84.83 92.99 6.21 22.56
Gana 46 43 79 63 67 42 83 01 124 52 80 2 5 35 32 33. . . . . . . .
Cannada 40.11 66.21 70.46 83.59 82.36 68.55 4.58 22.16
Malaysia 58.13 80.12 88.86 53.99 36.34 63.49 4.24 -5.8
Australia 31 29 58 23 65 33 69 72 66 92 58 3 3 89 25 25. . . . . . . .
France 24.53 37.65 42.17 43.43 41.11 37.78 2.52 15.78
Others 290.93 375.94 418.44 434.2 421.15 388.13 25.91 10.32
Total 1 085 32 1 417 51 1 610 91 1 686 56 1 690 97 1 498 25 100 12 3, . , . , . , . , . , . .
Source: ESAAN Center for Business and Economics Research, 2012
6
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C  P f  f  J i  Ri  onsumer re erences or asm ne ce
y Well-preferred among Chinese, particularly Hong Kong, Singapore,  
high income group in China  etc, .
y Asian in the U.S. and Canada preferred Jasmine more than domestic 
substitutes.  (Goodwin et al., 1996; Suwansri et al., 2002)
y Highly differentiated between consumers who prefer and do not 
prefer it. (Suwannaporn and Linnemann, 2008)
y Consumers from rice-eating countries have higher preferences for 
Jasmine rice than non-rice-eating countries.
y Consumers of not the same country of origin prefer rice from 
Thailand the most (31% of respondents  Other major exporters .
such as the U.S., Vietnam, China and Pakistan are not highly 
recognized. (Suwannaporn and Linnemann, 2008)
7
J i  Ri  P d ti  i  Th il dasm ne ce ro uc on n a an
Year 2005 2006 2007 2008


























2.39         2.26 2.34        2.23 2.39        2.25 2.32
 
2.24 
% total rice   
cropping area 2.86       29.93 2.81       30.73 2.70      31.08 2.84      31.36 
Source: Office of Agricultural Economics, 2011
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Recent Developments in Aromatic Rice Breeding
y Di  f th  f  i   B t i ld h dscovery o e ragrance caus ng gene, e a n a e y e
dehydrogenase (BADH2) or fgr locus provides key information 
(Bradbury et al, 2005).
y Marker Assisted Selection (MAS) of such gene could identify aromatic 
cultivars (Shi et al, 2008).
y In June 2008, the National Science and Technology Development 
Agency of Thailand received the U.S. patent for “transgenic rice 
l t  ith d d i  f O 2AP d l t d l l  f 2 t lp an s w re uce express on o s an e eva e eve s o -ace y -
1-pyroline” .
9
Aromatic Rice Development in Thailand






Covered in Thai Hom Mali (Jasmine) Rice Standards3
Soft Non-Glutinous Aromatic 
Rice KDML 105 1959 yes
  RD 15 1978 yes
4
Covered in Thai Aromatic Rice Standards
Soft Non-Glutinous Aromatic 
Rice
Khao Jow Hom Khlong 
Luang 1 1997 no
Khao Jow Hom Suphan 
Buri 1997 no
Khao Jow Hom 
Pitsanuloke1 1998 yes
Pathum Thani 1 2000 no
RD33 (Hom Ubon80 ) 2007 no
Loose Non-glutinous Aromatic 
Rice Nhang Mon S-4 1956 yes
Dok Pa-yom 1979 yes
Hard Non-glutinous Aromatic 
Rice Pathum Thani 60 1987 yes  
Chai Nat 2 2004 no
White Glutinous Aromatic Rice RD 6 1977 yes
Khao Pong Krai 1987 yes
R 258 1987 no 
  Sakon Nakorn 2000 no
Source: 1, 2 Rice Department of Thailand, 2012; 3National Bureau of Agricultural Commodity and Food Standards, 2008
4National Bureau of Agricultural Commodity and Food Standards, 200310
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Popular Aromatic Rice 
11
Photoperiod Sensitivity Aromatic Rice
12
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T it  f  Th i A ti  Rira s o a roma c ce
13
Aromatic Rice Development in the U.S.
Developer US Basmati US Jasmine American long 
grain
Public
USDA, Agricultural Research 
Service Sierra (2002)
Jasmine 85 
(1989) Lotus (2002)  






California Cooperative Rice Calmati 201 A201 (1997)   





(2009)   
University of Arkansas, University 
f l d
 JES (2010)  o  F ori a, USDA  
   
Private Rice Tec, Inc. Texmati (1977) Jasmati (1993)
 Kasmati (1994)   
Source: author's own piling from USA Rice Federation, 2010 and USDA 2005, and others.
numbers in parentheses are years of release14
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I t t T it  f  U S  J i tmpor an ra s o . , asm ne- ype
y Jazzman 
y Yields 7.8 tons/ha
y AC 15.6% (Jazzman-2 AC of 15.1%)
y low Gelatinization Temperature
y fairly strong aroma like Jasmine rice
y JES
y Yield 7.56 tons/ha
y Lower cooking quality than Thai Jasmine rice
y Thai Jasmine Rice 
y Yield 2.27-3.5 ton/ha
y AC 13-18%
15
US Aromatic Rice Products
y Rice Select: Texmati, Jasmati, Kasmati
y JES is commercialized by Riceland Foods, Inc. under
“American Jazmine”
y Jazzman is commercialized by Jazzmen under
“Jazzmen Louisiana” 
“Grown in the USA” 




Thai Hom Mali Certification Mark
y Used for exports
y Reach Thai Jasmine rice standard
y Contain ≥ 95% Jasmine rice
y Since 2006, DNA-based test is 
mentioned for alternative test for 
adulterant.
y Exporters use stain test (iodine stain for 
AC)
y In 2007, the Office of Commodity 
Standard of Thailand is made responsible 
for the test of authentication.
17
Geographical Indication Rice
y Yoshihashi et al (2004) found that KDML105 cropped in rain-fed 
area of “Thung Kula Ronghai” was higher in 2AP content than 
other areas, but only in limited water areas.
y Under Trade-Related Aspects of Intellectual Property Rights 
y GI is defined as ‘indications which identify a good as originating in the 
territory of a member, or a region or locality in that territory, where a given 
quality, reputation or other characteristics of the good is essentially 
b bl    h l ’ (A i l  22(1)) (WTO  1994)attri uta e to its geograp ica origin rt c e ,
y Names already become generic are exempted. 
‘there will be no obligation under this agreement to protect geographical 
indications which are not or cease to be protected in their country of 
origin’ (Article 24) (WTO, 1994). 
18
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Thung Kula Ronghai Khao Hom Mali Rice 
(GI J i  Ri )asm ne ce
y Geographical Indications Protection Act of Thailand was passed in 2003. 
y Thung Kula Ronghai Khao Hom Mali Rice was the first registered GI rice  
under GI Protection Act of Thailand in 2006.
y Registration is given to Jasmine rice trade association of Thailand
y Physical/chemical standards
y Being KDML105 or RD15
y AC 14-16%, 2AP 0.1-0.2 microgram in the field
y Lengh ≥7 mm, ≥ 3.2 length-width ratio
y Production standards
y Grown in Thung Kula Ronghai (5 provinces in NE) covering 337,230 ha
y Credible sources of seeds
y Produce during  Apr-Aug, harvest during Oct-Dec
y Farmers must be registered and have traceable input use and process
y ≤ 8% adulterants
19
Thung Kula Ronghai Khao Hom Mali Rice 
(GI J i  Ri )asm ne ce
y Processing standard
y Only in Roiet, Mahasarakram, Surin, Yasothon, Srisaket
y Processers and millers must be registered Thung Kula Ronghai
Jasmine rice
y Paddies must be bought from registered farmers or farmer 
groups
y Id tif  f  l  f d ti  i ti  d t   tit   en y armers, p ace o pro uc on, var e es, a e, quan y
and summarize daily and monthly report
y Separate Jasmine rice from other rice
y Quality inspection
y Transportation and storage: control throughout the whole 
process. Specify lot no. bill card and separate from normal rice
20
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Thung Kula Ronghai Khao Hom Mali Rice 
(GI J i  Ri ) d  E Casm ne ce un er . .
Causal link between GI and quality
Because the paddy depended on rain water  cultivation could be carried out only once a ,
year. Harvesting takes place in the cold season when the weather is cold and dry (after the 
end of the rainy season). According to local knowledge, a flooded paddy field needs to be 
drained about 10 to 15 days before harvesting to obtain rice of good physical quality, 
with long  slim  clear and sturdy grains  The cooked rice should be soft and fragrant  This , , . .
practice, coupled with good agricultural practice (GAP), gives Khao Hom Mali Thung
Kula Rong-Hai its unique quality, distinctive from Hom Mali rice grown in other areas 
and recognised by traders and consumers both in the producing country itself and 
internationally.
The slightly saline soil in northern Thailand, the coolness and dryness of the area, the 
specific rice varieties (KDML 105 and RD 15) used, the climate and the soil nutrients 
cause the paddy to become stressed and to produce the aromatic substance 2-acetyl-1-
ili  (2 A 1 P)  th   b t  hi h d  th  f  i  d l  pyrr ne - - - , e same su s ance w c pro uces e ragrance n pan anus eaves.
This is the miracle gift from the nature on Khao Hom Mali Thung Kula Rong Hai.
21
Thung Kula Ronghai Khao Hom Mali Rice 
(GI J i  Ri ) d  E Casm ne ce un er . .
y Submitted 20 Nov 2008
y Published 29 June 2010 
y Pending after objection of Belgium, France, Italy, the 
Netherlands, and the UK
y “Jasmine rice” or “Khao Hom Mali Rice” may be considered 
generic.
y Whether the rice was packed in Thung Kula Ronghai area. 
22
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Thung Kula Ronghai Khao Hom Mali Rice 
(GI J i  Ri )asm ne ce
23
Selected Jasmine Rice Products
24
283
Oth  P ibl  Mer oss e eans
y Convention on Biological Diversity
Objectives:  
y conservation of biological diversity
y sustainable use
y fair and equitable sharing of benefits arising from the use of genetic resources
y genetic resource catalog and related information may help showing the local existence of 
Jasmine rice. May help reject the novelty of an invention or a plant variety.
y International Treaty on Plant Genetic Resources for Food and Agriculture
y Intellectual property over genetic material and whole plant
l l ly Mu ti- atera  
y lays out a financial procedure for benefit sharing by stipulating that commercialization of 
a new plant variety will trigger a financial contribution to the multilateral system when 
Breeders’ Rights restrict access.
h d d l l ly Farmers rig t is etermine  at nationa  eve .
y Inadequate document to identify famers
y Characterization of gene back is limited
y Complex pedigrees
25
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